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Each  copy  of  CIO  Web  Business 

takes  a  cross-functional  look 
at  leveraging  the  Web  to  add 
enterprise  value. 

Thought  you  might  be  interested.. 
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Bl  Yes’  al1  these  features  and  functions  can  be  found  in 

one  solution:  And  you  can  find  out  more  by  making  one 
phone  call.  Call  today  and  find  out  how  the  industry  stan- 
dard  for  network  and  systems  management  can  help  you 
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on  the  same  page  for  one  reason. 


PriCBA/ATeRHOUs^COPERS  i 

Met  WORLDCOM 


.Arthur 

Andersen 


M  MERCK 

=U  Ernst  &Young 


GlaxoWdlcome 


CHASE 


HEWLETT 

PACKARD 


Deloitte  & 
Touche 
& 


k  Bankers  Trust 

Architects  of  Value 


They  all  rely  on  Dow  Jones  Interactive,  the  world’s  most 
comprehensive  online  business  intelligence  service. 


Every  day  the  people  who  drive 
these  companies  get  smarter. 

Senior  executives  track  their 
businesses,  industries  and  com¬ 
petitors.  Marketing  professionals 
scour  trade  pubs  to  uncover 
trends  and  plan  product  strategy. 
Sales  reps  mine  for  prospects  and 
access  information  to  develop 
effective  business  presentations. 


These  companies  trust  Dow  Jones 
Interactive  to  provide  the  news 
and  information  that  makes  their 
information  networks  valuable. 

So  it’s  no  wonder  they’re  among 
the  most  successful  in  the  world. 

If  your  company  is  world-class 
— or  strives  to  be — it’s  time  to 
make  Dow  Jones  Interactive  avail¬ 
able  to  you  and  your  colleagues. 


Take  a  free  tour  at  djinteractive_.com 
or  call  one  of  the  global  sales 
offices  listed  below  to  arrange 
for  a  corporate  consultation. 
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Dow  Jones  Interactive 

Everything  You  Really  Need  To  Know. 


Asia/Pacific 

852.2599.2279 


DOWJQNES 


Europe/Middle  East/Africa 

44.171.832.9690 


Latin  America  United  States/North  America  E-mail 

525.282.0960  800.369.7466  support@wsj.dowjones.com 
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COVER  STORY:  FIELD  REPORT  The 

Australians  are  unleashing  ideas  upon  the 
global  marketplace. 

GLOBAL  CHALLENGES  Today  Australia  is 
turning  self-sufficiency  into  IT  ingenuity. 

MAXIMIZING  RESOURCES  Ifyourcom- 
pany's  wish  list  includes  global  effective¬ 
ness  and  local  efficiency,  these  Australian 
CIOs  have  some  best  practices  to  share. 

I.T.  AND  GOVERNMENT  Public  sector 
innovation  is  not  an  oxymoron  in  Australia, 
where  the  government  is  using  IT  to  create 
communities  and  improve  citizens'  lives. 

FINE  PRINT  Like  much  corporate  policy 
governing  vendor  relations,  code  escrow 
agreements  are  practically  worthless. 
There's  a  better  way  to  get  what  you  want. 

THINK  TANK  Y2Kgloom and doom?This 
observer  expects  nothing  less  than  insanity. 
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Silicon  Graphics  is  now 


www.sgi.com 


That’s  short  for  Servers,  supercomputers 
and  graphics  workstations  that  enable  breakthrough  insights. 

The  new  name  is  shorter,  but  behind  it  is  a  big  idea.  We’re  building  computing  solutions  that  enable  you 
to  expand  the  realm  of  innovation  and  creativity.  Solutions  that  enable  you  to  achieve  critical  insights  into  your 
most  difficult  challenges  -  before  your  competition  does. 

With  our  servers  and  supercomputers,  you  have  phenomenal  power  to  compute  the  absolute  toughest 
problems.  Our  graphics  workstations  allow  you  to  see,  manipulate  and  use  data  in  more  meaningful  ways.  And 
when  combined  with  our  broad  range  of  global  services,  we  make  it  possible  to  build  exactly  the  solution  you 
need  to  explore  the  ideas  you  dream  of,  no  matter  how  big  they  are.  From  safer  cars,  to  better  drugs,  to  new  oil 
discoveries,  we  can  help  you  make  anything  possible. 

Have  a  new  look  at  SGI.  See  for  yourself  how  our  servers,  supercomputers  and 
graphics  workstations  can  solve  your  most  complex  problems.  You’ll  discover  that,  for 
every  challenge  you  have,  the  solution  is  in  sight.™ 

The  solution  is  i 
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e-business 


www.rei.com  is  an 


IBM  e-commerce  software  powers  the  REI  online  store 
—  and  sales  that  exceed  projections  by  over  360%. 

Can  IBM  e-commerce  software  help  you? 


IBM  software  is  helping  thousands  of  companies  build,  run  and  manage  powerful 
interactive  e-commerce  Web  sites.  For  REI,  that  means  everything  from  state-of-the- 
wilderness  gear  you  can  buy  to  clinics  on  outdoor  skills,  enthusiast  bulletin  boards 
and  a  world  of  trips  and  tours.  The  scope  of  REI’s  offerings  led  them  to  IBM. 

IBM  software  provides  the  building  blocks  for  all  facets  of  e-business,  including 
secure  payments,  electronic  catalogs,  and  order  processing.  For  REI,  proven 
products,  such  as  Net.Commerce,  DB2®  Universal  Database™  and  IBM  Firewall  deliver 
the  scalability,  reliability  and  security  it  takes  to  reach,  sell  and  service  a  growing 
community  of  outdoor  enthusiasts. 

The  results  have  been  nothing  less  than  astonishing.  In  the  first  quarter  alone,  REI’s 
sites  generated  online  sales  that  exceeded  projections  by  over  360%.  And  these 
e-sales  are  4  times  the  size  of  those  in  their  brick-and-mortar  counterparts.  Bottom 
line,  REI  is  growing  profits  far  beyond  its  wildest  expectations. 
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Net.Commerce 
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Enables  you  to  market  and  sell 
in  a  secure  and  scalable  way 
on  the  Internet.  Award  winning 
software  provides  integrated 
e-commerce  capabilities,  from 
site  creation  to  online  payments 


MQSeries® 

Helps  you  integrate  new  and 
existing  applications  into  your 
e-commerce  solution.  Fully 
Java™ enabled,  MQSeries  is 
the  world’s  leading  business 
integration  product  and  works 
across  more  than  35  platforms. 


REI  is  just  one  example  of  the  thousands  of  e-commerce  businesses  IBM  software  has 
helped  build  and  grow.  From  Web  storefronts  to  integrating  your  business  systems  and 
supply  chains,  IBM  offers  a  breadth  of  software  products  simply  unmatched  by  anyone. 
All  backed  by  the  know-how  and  support  of  IBM  and  its  Business  Partners. 


Profit  from  the  learning  of  over  10,000  e-businesses  with 
IBM  online  resources  and  our  free  e-commerce  Roadmap. 
Visit  www.ibm.com/software/ec/roadmap 
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DB2  Universal  Database 

. . . 

Has  the  speed,  scale  and 
reliability  to  meet  any  demand, 
with  seamless  integration  from 
virtual  storefront  to  back-end 
core  business  systems. 


WebSphere™ 

WebSphere  Application  Server 
extends  core  business  functions 
to  Web  clients  and  vice  versa. 
Built-in  connectors  to  databases 
and  other  systems  help  meet 
high  transaction  demands  on 
existing  and  future  applications. 


IBM  software  can  help  you  build, 
run  and  manage  e-commerce 
solutions  on  all  major  platforms. 


IBM,  DB2  and  MQSeries  are  registered  trademarks  and  Universal  Database,  WebSphere  and  the  e-business  logo  are  trademarks  of  International  Business  Machines  Corporation.  Java  and  all 
Java-based  trademarks  and  logos  are  trademarks  of  Sun  Microsystems,  Inc.  in  the  United  States,  other  countries,  or  both.  Other  company,  product  and  service  names  may  be  the  trademarks 
or  service  marks  of  others.  ©1999  IBM  Corp.  All  rights  reserved. 
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Community  Outreach 

Because  the  internet  is  an  exciting,  pervasive  and,  to  many, 
still  somewhat  mysterious  novelty,  the  world  pays  fascinated  attention  to 
it.  Almost  reflexively  now,  nearly  every  perplexing  news  event  is  exam¬ 
ined  for  its  Internet  connections — no  pun  intended.  Often  those  connec¬ 
tions  abound.  Most  recently  (as  I  write  this),  we  have  the  appalling  may¬ 
hem  in  Littleton,  Colo. 

The  shooters  may  not  have  signaled  their  rising  adolescent  dementia  to 
mom,  dad  and  other  responsible  adults,  but  they  sure  did  whisper  into  the  ear 
of  the  Internet,  apparently  posting  ominous  materials  even  in  such  plain-sight 
hiding  places  as  Columbine  High  School’s  own  Web  server.  Likewise,  in  the 

aftermath,  various  peripheral  mischief-makers 
began  spreading  rumors  and  misinformation  across 
the  Internet.  And  just  as  quickly  more  constructive 
forces  used  it  to  counter  perversity  with  reason, 
compassion  and  the  balm  of  healing  help. 

The  Internet  contains  and  gives  expression  to  all 
the  good  and  bad  influences  of  the  larger  world.  It 
is  not — as  some  utopian  dreamers  might  have 
hoped — a  better  place  than  the  physical  world.  It 
is  a  many-faced  reflection  of  everything  that  is. 

But  it  does  provoke  a  level  of  intense  scrutiny 
as  possibly  being  a  cause  of  these  modern 
horrors  rather  than  simply  a  vessel  for  the 
deviant  sentiments  that  motivate  them. 

Whenever  some  new  and  significant  medium 
enters  a  culture,  it  is  a  convenient  scapegoat  for 
every  fresh  evil  that  occurs  in  its  wake.  Jazz, 
television,  rock-and-roll,  the  Internet.... 

While  this  thread  may  at  first  blush  seem 
patently  silly,  it  shouldn’t  be  so  easily  dismissed.  The  Internet  is  quietly 
revolutionizing  business  (a  story  that  the  mainstream  media  doggedly  ignore). 
Next  month’s  special  CIO  Web  Business  50/50  Awards  section  will  clearly 
illustrate  the  dramatic  progress  of  those  changes.  The  Internet  is  also  changing 
society — in  what  ways  and  to  what  extent  is  hard  to  predict. 

It  is  tempting  to  just  keep  your  head  down  and  go  about  the  business  of 
innovating  in  this  new  realm  of  flexible  relationships,  transactions  and  possi¬ 
bilities.  There’s  plenty  to  do  and  never  enough  time  in  which  to  do  it.  But  the 
business  leaders  now  colonizing  the  Internet  need  to  step  back  and  look  at  that 
broader  community — think  about  what  it  is  and  what  it  will  become.  Like  your 
real  communities,  the  Internet  needs  your  involvement,  ideas  and  stewardship. 

In  the  wake  of  what  happened  in  Colorado  in  April,  I’m  willing  to  bet  that 
some  companies’  leaders  had  searching  conversations  about  how  they  might 
do  more  to  engage  young  people  in  their  physical  communities.  I  submit  that 
the  emerging  virtual  community  needs  your  civic  attention  as  well.  The  next 
time  something  like  the  massacre  in  Littleton  happens — and,  sadly,  it  will — are 
you  going  to  be  able  to  say  that  your  business  has  done  something  positive  for 
the  health  of  the  developing  Internet  culture? 

Are  you  already  on  the  case?  Let  us  know  your  ideas. 
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Before  you  develop  the  migraine  of  the  millennium,  rest  easy:  Marimbaf  a  leader  in  Internet  services  management,  has  a 
solution.  It's  called  Castanet"'  and  it  provides  the  management  infrastructure  designed  to  get  your  Y2K-compliant 
applications  wherever  they  need  to  go,  inside  or  outside  the  firewall.  In  addition,  when  changes  happen — and  you  know 
they  will — Castanet  can  send  and  install  updates  without  interrupting  your  users.  And  Castanet  isn't  limited  to  Y2K 
applications.  It  provides  a  Web-based  framework  to  manage  your  e-business  solutions  throughout  their  life  cycle, 
from  initial  deployment  to  ongoing  maintenance  and  management.  So,  you  reduce  the  pain  of  ongoing  updates,  reduce 
the  total  cost  of  ownership,  and  reduce  management  complexity.  For  fast-acting  pain  relief,  f  \  ® 

and  a  free  Castanet  demo  CD,  visit  www.marimba.com/reduce.  Or  call  888-800-5444  today.  1X1.  cl  1*1111. 13 

Managing  the  Internet 
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IN  MY  OPINION 


More  Than  a  Blip 

The  economists  finally  get  i.t. 

Robert  M.  Solow,  a  Nobel  prize  winner  from  MIT,  once  said,  “You 
can  see  the  computer  age  everywhere  but  in  the  productivity  statistics.” 
From  the  day  Steve  Jobs  walked  out  of  his  garage  with  the  first  Apple 
computer  and  the  computer  revolutionized  the  enterprise,  measured 
productivity  has  stagnated,  hardly  advancing  1  percent  a  year.  It’s  easy  to  see 
how  Solow’s  comment  became  the  opinion  of  the  world’s  economists. 

Today  it’s  a  different  story.  Economists  are  having  second  thoughts  about 
the  role  and  ROI  of  IT.  Productivity  growth  has  increased,  beginning  in  1996, 
highlighted  by  a  surge  in  the  second  half  of  1998,  after  eight  years  of  eco¬ 
nomic  expansion.  Something  is  different  this  time,  and  that’s  IT  and  the  role 
of  the  CIO.  IT  advances  are  finally  bringing  speed  and  efficiency  to  the  mun¬ 
dane  daily  tasks  of  millions  of  workers. 

The  higher  productivity  growth,  averag¬ 
ing  approximately  2  percent  over  the  past 
three  years,  almost  double  the  rate  from 
1973  to  1995,  is  the  much-anticipated 
validation  that  the  country’s  consistently 
increasing  investment  in  IT  is  finally 
paying  dividends. 

An  article  in  Business  Economics 
notes  “a  striking  step  up  in  the  contribu¬ 
tion  of  computers  to  output  growth.” 

The  nation’s  improved  productivity  per¬ 
formance,  it  states,  is  “raising  the  possi¬ 
bility  that  businesses  are  finally  reaping 
the  benefits  of  information  technology.” 

If  these  recent  gains  are  real,  they  sug¬ 
gest  that  the  Federal  Reserve  can  be  less 
fearful  of  inflation  and  keep  interest  rates  stable  rather  than  be  forced  to  raise 
them  to  cool  off  an  overheated  economy.  Fed  Chairman  Alan  Greenspan 
said  in  January  that  the  United  States  is  enjoying  higher  technology-driven 
productivity  growth. 

CIOs  know  that  the  true  economic  value  of  customer  service,  speed,  qual¬ 
ity  improvements  and  new  products  are  not  captured  by  government  statistics. 
We  need  a  broader  definition  of  output  in  the  new  Information  Age  economy 
that  goes  beyond  the  Industrial  Age  concept  of  gizmos  coming  off  the  assem¬ 
bly  line.  The  electric  motor  was  introduced  in  the  early  1880s  but  didn’t  con¬ 
tribute  measurable  productivity  gains  until  the  1920s,  40  years  later.  Consider 
what  the  Internet  has  contributed  in  the  past  four  years. 

The  next  time  you  want  to  increase  the  IT  budget  in  your  organization, 
show  the  board  members  this  column.  Remind  them  that  if  they  want  to 
improve  the  bottom  line,  IT  investment  is  the  way. 

What’s  your  opinion?  As  always,  I  appreciate  your  thoughts  and  comments. 

bfapu  U. 

Joseph  L.  Levy 

President  and  CEO,  IDG  Communications  Inc. 
jlevy@idg.com 
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Career  Advice 

Check  out  our  new  Q&A  for  senior- 
level  IT  executives  with  Mark 
Polansky,  managing  director  of  the 
IT  practice  at  Korn/Ferry  Inter¬ 
national,  answering  your  questions. 
www.cio.com/forums/ 
execu  ti  ve/co  unselor.html 

Electronic  Commerce 
Research  Center 

If  you're  conducting  or  considering 
business  on  the  Web,  check  out  this 
newly  revamped  site.  We'll  help 
change  the  way  you  do  business. 

www.cio.com/forums/ec/ 

Mail  Call 

You  can  now  receive  an  e-mail 
update  when  new  jobs  are  added 
to  the  CIO  Web  Business  Web  Job 
Board.  Sign  up  today. 

www2.cio.com/forums/ 

careers/notify.html 

Movers  and  Shakers 

Find  out  about  the  latest  IT  executive 
career  moves.  And  now  you  may  view 
the  Movers  by  name  or  company. 

www.cio.com/CIO/movers.html 
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Subscriber  Services:  800  788-4605; 
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TEST  FIRST.  GET  THE  TOOLS  TO  DEPLOY  E-BUSINESS  APPLICATIONS  WITH  CONFIDENCE 


E-business  is  big  business.  Buying  and  selling  and  interacting  with  the  world.  But  with  so  many  architectures, 
protocols  and  components,  plus  complex  security  and  bandwidth  factors,  you  really  don't  know  what  the 
world  will  see  in  your  application.  Unless  you  see  things  first  with  our  e-business  testing  tools. 

They  let  you  examine  applications  to  predict  system  performance,  test  scalability  and  verify 
functionality  over  private  intranets,  extranets  and  the  Internet.  All  from  the  leader  in  testing, 
with  over  40%*of  the  market.  Learn  more  at  www.merc-int.com/cioeb/  mercury  interactive 


©1998  MERCURY  INTERACTIVE  CORPORATION  1325  BORREGAS  AVENUE,  SUNNYVALE,  CALIFORNIA  94089  (800)  TEST  911  http://WWW.MERC-INT.COM 
ALL  OTHER  COMPANY,  BRAND  AND  PRODUCT  NAMES  ARE  REGISTERED  TRADEMARKS  OF  THEIR  RESPECTIVE  HOLDERS  "ACCORDING  TO  GARTNER  GROUP  STUDY  #R-222-141 
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Day  and  time  the 
Monsterboard.com 
job  search  site 
gets  the  most  hits: 


Taking  It  Offline 

Here’s  a  switch-,  a  publication  created  first  on  the  web  and  then 
extended  into  print.  Garden.com,  a  popular  green-thumb  information  and  e-com¬ 
merce  site,  launched  Garden  Escape  magazine  in  March.  The  lavishly  illustrated, 
122-page  gardening  journal  retails  for  $5.95. 

Lisa  Sharpies,  garden.com  chief  marketing  officer,  says  the  Austin,  Texas-based  company 
wants  its  new  hard-copy  hybrid  to  generate  profits  and  drive  traffic  to  the  virtual  garden 
center  (www.garden.com). 

Like  its  parent  Web  site,  Garden  Escape  is  both  a  magazine  and  a  buyers’  guide.  Every 
plant  and  product  mentioned  in  print,  from  pottery  to  prize  roses  and  pond  fish,  can  be 
purchased  online.  A  hard-copy  feature  on  kitchen  gardens,  for  instance,  steers  readers  to 
garden.com  URLs  for  veggie  seeds,  hand  tools,  cookbooks  and  clothing. 

The  site,  which  offers  more  than  15,000  products,  also  provides  free  resources  such  as 
online  garden-planning  templates,  regional  gardening  news,  chat  groups  and  a  ZIP-code- 
based  tool  to  help  beginners  pick 
the  best  plants  for  their  climates. 

In  another  unusual  move,  the 
virtual  company  distributed 
200,000  copies  of  the  hard-copy 
magazine’s  first  issue  through 
brick-and-mortar  competitors 
such  as  gardening  centers  and 
Home  Depot  stores.  It  also  sent 
free  copies  to  the  4-year-old  Web 
site’s  100,000  best  customers. 

Garden.com  developed  Garden 
Escape  in  partnership  with  vet¬ 
eran  magazine  publisher  Primedia 
Inc.  of  New  York  City,  whose 
other  titles  include  Horticulture, 

New  York,  Seventeen  and  Modern 
Bride.  -Anne  Stuart 


NOT  AS  I  SAY 

"Just  look  it  up  on  my 
Web  site.  It's  a  lot  more 
efficient  that  way." 

-  Paul  Strassmann,  former  CIO  of  Xerox  and  of 
the  Dept,  of  Defense,  and  author  of  The 
Squandered  Computer,  which  argues  that  the 
productivity  gains  attributed  to  IT  are  largely 
overrated,  commenting  in  response  to  a 
detailed  question  from  a  New  York  Times 
reporter. 
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ILLUSTRATIONS  BY  OCTAVIO  DIAZ 


Introducing  The  Quickest  Way  id  Put 
Your  Entire  Enterprise  On  The  Web. 
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What  used  to  take  years,  now  takes  days. 

With  Opal™,  you  can  quickly  transform 
your  legacy  applications  into  secure,  Web- 
enabled  applications.  And  deploy  them  just 
as  fast. 

Of  course,  it  may  take  some  time  for 
your  users  to  recognize  these  legacy  applications  with  their 
new  multimedia  interfaces  that  go  far  beyond  HTML  and 

(Computer® 

Associates 

Software  superior  by  design. 

©  1998  Computer  Associates  International,  Inc.,  Islandia,  NY  11788-7000. 

All  product  names  referenced  herein  are  trademarks  of  their  respective  companies. 


Java.  But  in  no  time  at  all,  everyone  will  appreciate  these 
new  smarter,  friendlier  applications  that  are  easier  to  deploy, 
and  much  easier  to  use  and  support. 

Just  think  of  all  that  you  could  do  with 
technology  like  this. 

For  more  information,  call  1-877-GET  OPAL, 
or  visit  www.cai.com/ads/opal. 

Quick. 


Modernizing  Legacy  Applications 
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Misguided  Missile 

For  a  company  that  builds  guidance 
systems  for  military  missiles,  Raytheon  Co. 
showed  questionable  judgment  when  it 
aimed  a  lawsuit  at  21  people  who  posted  anony¬ 
mous  messages  on  a  financial  Web  site  operated 
by  Yahoo.  In  the  suit,  Raytheon  obtained 
motions  demanding  that  ISPs  reveal  the  identities 

of  their  customers.  Ray¬ 
theon  drew  heavy  fire 
from  privacy  advocates 
and  even  from  major 
newspapers,  such  as  The 
Boston  Globe,  which 
reported  that  some  infor¬ 
mation  that  Raytheon  was 
complaining  about  had 
already  been  revealed  in 
public  filings. 

David  Polk,  Raytheon’s 
manager  of  media  rela¬ 
tions,  says  he  wasn’t  sur¬ 
prised  by  the  spate  of  bad 
press  but  admits  that  there 
were  some  lessons  learned. 

Among  them,  anony¬ 
mous  reporters  suggest,  is 
that  corporations  should 
think  twice  before  jump¬ 
ing  all  over  anonymous 
online  critics.  Privacy  is  a 
very  hot  button,  and  the 
connectedness  of  Web 
users  makes  it  easy  for 
them  to  talk  to  each  other, 
to  the  press  and  to  anyone 
who  wants  to  hear  their 
side  of  the  argument. 

-Art  Jahnke 


WESTERN  GOVERNORS  UNIVERSITY  HAS  FACED 
some  tough  climbing  since  CIO  first  profiled  the 
distance-learning  pioneer  last  fall  (“Beyond  the 
Campus,”  CIO  Section  2,  Sept,  1,  1998).  The  institution, 
based  in  Denver  and  Salt  Lake  City,  brokers  virtual 
classes  offered  by  colleges,  universities  and  businesses  in  17 
states.  Students  can  participate  via  the  Internet,  videocon¬ 
ferencing  and  other  technologies;  WGU  also  offers  registra¬ 
tion,  payment,  financial  aid  and  other  services  online. 

WGU  launched  last  fall  with  about  100  students,  and 
administrators  projected  enrollments  of  3,000  by  the  end 
of  the  school  year.  But  in  January  enrollments  remained 
around  1 00.  Supporters  argue  that  the  concept  will  take 
hold  in  time,  and  researchers  at  International  Data  Corp., 
a  CIO  Communications  Inc.  sister  company,  say  they 
expect  enrollments  in  all  college-level  distance-learning 
courses  will  triple  to  2.2  million  by  2002. 

In  other  changes,  WGU  got 

New  leadership.  In  March  the  institution’s  trustees 
appointed  Robert  W.  Mendenhall,  a  consultant  special¬ 
izing  in  the  marketing  and  development  of  technology- 
based  education,  to  replace  CEO  Jeffery  Livingston, 
who  left  WGU  for  an  administrative  job  at  another 
Utah  university. 

More  money.  AT&T,  WGU’s  single  biggest  corporate 
sponsor,  donated  an  additional  $500,000  in  February. 

A  new  partner.  In  November  WGU  announced  that  it 
would  begin  offering  distance-learning  courses  in  part¬ 
nership  with  The  Open  University,  a  30-year-old  United 
Kingdom-based  distance-learning  program. 

Gore's  attention.  WGU  is  among  six  institutions  nation¬ 
wide  tapped  for  Vice  President  Gore’s  Access  America 
for  Students.  The  pilot  project,  to  begin  in  fall  1 999,  of¬ 
fers  student-loan  applications  and  other  college-related 
government  services  online.  -Anne  Stuart 
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C -Vantage. 


Evolving  To  e- Business  Couldn’t  Be  Easier. 

Attachmate®  e-Vantage™  is  the  only  solution  that 
centralizes  management  of  every  host  connection 
or  custom  web  application  across  your  entire 
enterprise.  Without  it,  the  complexities,  pressures 
and  uncertainties  of  evolving  to  e-business  can 
overwhelm  even  the  most  savvy  IT  professional. 

Attachmate  e-Vantage  gives  you  the  power  to 
manage  your  evolution  to  server-based  e-business 
so  employees,  partners  and  customers  get  the 
information  they  need.  It’s  the  only  solution  compati¬ 
ble  with  IBM®,  Java™  and  Microsoft®  standards — in 
any  combination.  Now  you  can  go  from  traditional 


thick  clients  to  thin  with  no  hassles  or  security 
issues.  And  to  make  the  transition  even  easier,  we 
offer  comprehensive  consulting  solutions  and  back 
up  e-Vantage  with  world-class  technical  support. 

Find  out  why  four  out  of  five  Fortune  500  com¬ 
panies  and  over  10  million  users  worldwide  rely 
on  Attachmate  to  boost  productivity  and  reduce 
costs.  Call  1-800-933-6793  (ext  4071)  or  visit  us 
on  the  web  at  www.attachmate.com/ad/el  .asp  for 
your  free  Web-to-Host  Solutions  Guide. 

= Attachmate 

The  Advantage  of  Information* 


©  1999  Attachmate  Corporation.  All  Rights  Reserved.  Attachmate  is  a  registered  trademark  and  e-Vantage  and  The  Advantage  of  Information  are  trademarks  of  Attachmate  Corporation.  IBM  is  a  registered  trademark 
of  International  Business  Machines  Corporation.  Microsoft  is  a  registered  trademark  of  Microsoft  Corporation.  Java  is  a  trademark  or  registered  trademark  of  Sun  Microsystems,  Inc.  in  the  United  States  and  other  countries. 


Windows  2000  is  a 


i 


network  ready? 


Introducing  Windows  2000  services  from  INS. 

It’s  all  over  the  news.  Windows'*  2000  will  provide  a  rich 
digital  infrastructure  and  lower  the  total  cost  of  ownership 
for  organizations  of  all  sizes.  The  Windows  2000  platform 
can  be  deployed  incrementally  and  is  designed  to  take 
advantage  of  existing  IT  investments. 

First,  you  have  to  understand  how  Windows  2000 
will  benefit  your  organization.  In  other  words,  how  can 
you  leverage  Windows  2000  in  your  existing  network  con¬ 
figuration.  To  help  you  reap  the  maximum  benefits  from 
Windows  2000  Server,  INS  offers  a  full  range  of  network 
services.  Everything  from  network  assessment,  security 
audit  and  performance  monitoring  to  Active  Directory 
design,  pilot  project  management  and  enterprise-wide 
deployment. 

All  of  which  lets  you  prepare  your  network  today 
and  makes  your  eventual  transition  to  Windows  2000  as 
simple  and  seamless  as  possible. 

It’s  one  more  reason  why  Microsoft  taps  INS 
most  of  the  Fortune  100  trust  for  Windows  2000 

INS  with  their  networks,  and  *■» .  . . .  — - - 

why  9  out  of  10  clients  come  back  to  us  with  additional 
work.  In  fact,  INS  was  just  named  the  top  high  tech 
consultancy  by  Yankee  Group  and  Upside  Magazine, 
who  selected  us  over  140  other  technology  companies. 

INS,  a  Microsoft®  enterprise  partner,  has  designed 
deployments  based  on  Microsoft  technology  for  major 
clients  worldwide.  Microsoft’s  Information  Technology 
Group  has  asked  us  to  assist  in  their  own  global 
deployment  of  Windows  2000. 

Download  the  Windows  2000  Readiness  white  paper. 

To  download  the  Windows  2000  Readiness  white  paper, 
visit  our  website  at  www.ins-windows2000.com/cio 
or  call  us  at  888-467-7753.  Well  make  your  network’s 
future  brighter  than  ever. 

AI71Q 


The  knowledge  behind  the  network “ 


“The  knowledge  behind  the  network"  is  a  servicemark  of  International  Network  Services.  Windows  and  Microsoft 
are  registered  trademarks  of  Microsoft  Corporation.  All  other  trademarks  and  registered  trademarks  are  properties 
of  their  respective  owners.  ©1999  International  Network  Services. 


THREADS 


The  Human  Touch 

WHILE  ONLINE  SHOPPERS  ARE 
spared  encounters  with  surly 
clerks  and  pushy  salespeople, 
many  still  want  human  contact.  That’s  the 
conclusion  of  a  survey  conducted  by  NFO 
Interactive,  an  online  market  research  and 
Web  site  evaluation  firm  in  Greenwich, 
Conn.  Nearly  35  percent  of  2,321  online 
shoppers  who  responded  to  a  weekly  sur¬ 
vey  called  net.query  said  they  would  buy 
more  from  e-commerce  sites  if  they  could 


interact  with  a  salesperson  while  online. 
And  of  those  users  who  have  yet  to  take 
the  plunge  into  e-commerce,  nearly  14 
percent  said  that  they  would  open  their 
wallets  if  they  could  talk  directly  with  a 
customer  service  representative.  The 
moral  of  the  story  is  that  retail  sites  intent 
on  converting  surfers  into  customers  need 
to  think  beyond  price,  selection  and  navi¬ 
gation  when  it  comes  to  online  customer 
service.  According  to  NFO  President 
Charles  Hamlin,  online  customer  service 
entails  adding  live  personal  interactions  to 
the  equation,  whether  through  a  chat  ser¬ 
vice  or  direct  phone  links. 

-Megan  Santosus 


Hours 


Hours  spent  each  month  online 
at  the  office:  Min utes  spent 


each  month  on  sex  sites 


Number  of  days  during  each 
workweek  that  office  workers  go 
online:  sourct:  mebjamatsuc 
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IN  THE  QUEST  FOR  BUSINESS 


SOLUTIONS,  YOUR  GREATEST 


ALLY  IS  ONE  THAT  UNDERSTANDS 


THE  CORPORATE  DATA 


m 

You'll  never  guess  what  we  were  doing  when  we 
came  up  with  the  idea  for  our  new  server. 


UNISYS 


We  eat  sleep  and  drink  this 


Aquanta 
ES  5000 


Actually,  we  were  thinking  of  ways  to  help  our  clients  reduce  their  total  cost  of  operations.  And  it 
occurred  to  us  that  consolidating  complicated  IT  environments  would  be  a  good  place  to  start. 
Which,  naturally,  led  to  the  development  of  the  new  Unisys  Aquanta™  ES  5000  line  of  midrange 
servers  based  on  the  equally  new  Intel®  Pentium®  III  Xeon™  processor,  dj  These  robust  servers 
help  you  handle  workloads  on  multiple  partitions,  while  maintaining  '* J  m  single-image  oper¬ 
ations  and  management.  And  they  improve  availability  by  providing  Jjmr  a  fully  recoverable 
environment  for  your  applications,  databases  and  transactions.  For  Jm  more  points  on  our  new 
servers,  check  out  our  Web  site.  Meanwhile,  we'll  be  working  on  JlP  our,  well,  you  know. 
www.marketplace.unisys.com/ent/ 


pentium®/// 

xeonT:'r 


<§1999  Unisys  Corporation.  Aquanta  is  a  trademark  of  Unisys  Corporation.  Intel,  Intel  Inside  and  Pentium  are  registered  trademarks  and  Pentium  III  Xeon  is  a  trademark  of  Intel  Corporation. 
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THE  MAELSTROM  OF 

TECHNOLOGY  CHOICES  CAN 

BE  OVERWHELMING.  A  GROWING 
NUMBER  OF  ORGANIZATIONS 
ARE  STEMMING THETIDE  BY 


STANDARDIZING  ON 


WITH  WINDOWS  NT 


I  HERE  ARE  COMPLEX  IT  ENVIRONMENTS, 
I  and  there  are  complex  IT  environments.  And 
I  then  there’s  the  Nasdaq  Stock  Market.  With 
I  rapid  growth  driven  by  a  sonic  boom  in  the  list- 
I  ings  of  high-tech  stocks,  Nasdaq  needed  a  sys¬ 
tem  that  could  monitor  each  of  the  billions  of 
trades  it  will  soon  handle  -  up  to  4  billion  each  day 
by  2002.  Its  system  would  need  to  provide 
extremely  high  availability  while  seamlessly  and 
securely  processing  data  from  multiple  sources. 

John  Hickey,  Nasdaq’s  chief  technology  officer, 
was  the  first  to  recognize  that  yesterday’s  tech¬ 
nology  is  no  match  for  today’s  thorny  business 
problems.  “The  proprietary  trade  and  quote  mon¬ 
itoring  system  we  had  in  place  served  us  well,  but 
it  was  unable  to  deal  with  the  complexity  of  our 
trading  environment,”  Hickey  notes.  “It  was 
impacting  our  ability  to  do  business.” 

The  solution  for  Nasdaq  -  and  for  a  growing 
number  of  organizations  worldwide  -  is  to  reduce 
IT  complexity  by  exploiting  Microsoft  Windows 
NT,  which  offers  the  ease  of  use,  integration  fea¬ 
tures,  low  cost  and  other  attributes  necessary  for 
a  simplified  IT  environment. 

Why  Windows  NT?  Simply  put,  Windows  NT  is 
emerging  as  a  global  standard  for  reliable,  scalable 
and  secure  computing.  The  operating  system  has 


already  earned  a  solid  reputation  for  its  low  cost 
of  administration,  its  compatibility  with  heteroge¬ 
neous  computing  environments,  its  ability  to  host 
e-mail  systems  and  personal  productivity  soft¬ 
ware,  and  its  support  for  a  broad  range  of  soft¬ 
ware  applications. 

Now,  Windows  NT  is  increasingly  finding  suc¬ 
cess  in  transaction-intensive,  mission-critical  envi¬ 
ronments.  How?  Leading  IT  vendors  such  as 
Unisys  are  applying  their  decades  of  enterprise 
computing  experience  to  bolster  the  operating 
system’s  reliability,  scalability  and  security  through 
enterprise-class  hardware,  software  and  services. 

“We  have  worked  closely  with  Windows  NT 
for  several  years  and  understand  how  to  combine 
its  capabilities  with  state-of-the-art  middleware  to 
achieve  mainframe-level  performance,”  explains 
Paul  Rachal,vice  president  and  general  manager  of 
Enterprise  NT  for  Unisys.  “We  also  have  the 
expertise  to  ensure  that  Windows  NT  provides  a 
solution  that  meets  specific  business  objectives, 
and  to  develop  a  computing  architecture  that 
melds  easily  with  existing  infrastructures  while 
preparing  for  future  needs,”  he  says. The  result  is 
that  Windows  NT  is  becoming  the  system  that 
IT  management  is  most  comfortable  planning  on 
for  the  future. 
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Organizations  today  are  faced  with  a  crazy-quilt 
infrastructure  of  mixed  computing  platforms, 
demands  on  IT  resources  that  double  and  triple 
every  year,  and  a  chronic  shortage  of  skilled  IT 
staff.  “A  lot  more  functionality  is  being  automated 
within  IT  systems,”  says  Robert  Dorin,  a  senior 
analyst  with  Aberdeen  Group  in  Boston.  “The 
whole  infrastructure  of  information  technology 
has  become  more  complex.”  Add  to  that  a  pace  of 
technology  change  increasingly  driven  by  “Internet 
time,”  and  it’s  no  wonder  organizations  are  look¬ 
ing  for  ways  to  reduce  that  complexity  and  ensure 
IT  investments  contribute  to  business  success. 

How  can  Windows  NT  help?  Let’s  start  with 
ease  of  use.  At  many  organizations,  understaffed  IT 
departments  barely  have  enough  personnel  band¬ 
width  to  maintain  current  operations,  notes  Joe 
Clabby,  vice  president  of  platforms  and  services  at 
Aberdeen.  That  means  companies  can’t  take 
advantage  of  IT  to  exploit  new  business  opportu¬ 
nities.  And  that’s  one  good  reason  Windows  NT 
has  curried  such  favor:  Its  relative  ease  of  use 
compared  with  other  enterprise  computing  plat¬ 
forms  reduces  recruiting  and  training  costs,  easing 
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Percent  of  business  applications  supported  by  each 
operating  system  today  and  two  years  from  now 


Operating 

System 

Today 

In  two 
years 

%Change 

Unix 

30% 

31% 

3.6% 

NT  Server 

31.6% 

44.1% 

39.3% 

Netware 

27.7% 

17.6% 

(-36.6%) 

Others 

10.9% 

7.4% 

(-32.4%) 

Source:  Computerworld  Information  Management  Group;  base  of 
201  responses 


demands  on  existing  staff. 

“Windows  NT  is  making  a  big  impact  because 
it  offers  a  standardized  software  platform,”  notes 
Richard  Fichera,  vice  president  of  research  at  Giga 
Information  Group  in  Cambridge,  Mass. “That’s  a 
major  attraction  for  IT  management,  because  it 
carries  with  it  the  benefits  of  standardized  train¬ 
ing,  software  and  skill  sets.” 

Just  as  important  is  the  availability  of  a  broad 
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Windows  NT  will  allow  the 
Nasdaq  Stock  Market  to  monitor 
mission-critical ,  real-time 
market  activity 


on’t  tell  John  Hickey  and  Ed  Flynn  that  Windows  NT 
isn’t  reliable,  won’t  scale  or  doesn’t  support  high-volume 
transaction  processing  environments  over  an  extended 
period.Why?  Because  they  will  tell  you  about  the  results 
of  30  benchmark  tests  in  which  two  Unisys  servers  running 
in  parallel  under  Windows  NT  processed  up  to  two  billion 
trades  in  a  single  simulated  day. 

Hickey  is  executive  vice  president  and  chief  technology 
officer  of  the  Nasdaq  Stock  Market.  Flynn  is  director  of 
Nasdaq  technical  architecture. They  worked  with  Unisys  to 
conduct  the  groundbreaking  tests,  which  proved  that 
Windows  NT  can  support  Nasdaq’s  mission-critical,  real¬ 
time  system  to  facilitate  regulatory  oversight  of  market 
activity. 


Specifically,  the  proof-of-concept  tests  were  used  to 
gauge  the  feasibility  of  developing  Nasdaq’s  new 
Surveillance  Delivery  Real-Time  (SDR)  application  for  the 
Nasdaq  MarketWatch  department.  SDR  will  analyze  quote, 
trade  and  news  transactions  and  send  alerts  to 
MarketWatch  analysts  for  review. 

Nasdaq  moved  to  Windows  NT  in  part  because  of  its 
scalability.The  benchmark  test  data  revealed  that,  in  addition 
to  running  800  transactions  per  second  continuously  for  the 
equivalent  of  eight  trading  days,  the  Windows  NT-based  sys¬ 
tem  provided  analysts  with  alerts  within  200  to  700  mil¬ 
liseconds  -  well  under  the  two-second  allowable  limit  -  and 
demonstrated  instant  recovery  from  failure  tests  with  no 
data  loss  and  immediate  backup  system  availability.“NT  does 
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range  of  software  applications  for  the  Windows 
NT  platform.  Microsoft  has  galvanized  a  prodigious 
number  of  software  makers  to  develop  many  off- 
the-shelf  solutions  for  Windows  NT.The  result:  IT 
departments  can  spend  less  time  developing  soft¬ 
ware  for  basic  operations  and  more  time  creating 
solutions  that  provide  competitive  advantage. 

Ease  of  integration  is  another  weapon  Windows 
NT  brings  to  the  war  on  IT  complexity.  Windows 
NT  integrates  well  with  UNIX  and  proprietary  sys¬ 
tems,  enabling  organizations  to  retain  their  invest¬ 
ment  in  existing  IT  infrastructures  while  transition¬ 
ing  to  a  less  complex  IT  environment.  In  fact,  in  a 
recent  survey  of  500  North  American  IT  executives 
by  Framingham,  Mass. -based  International  Data 
Corp.  (I DC),  nearly  half  said  they  plan  to  migrate 
some  of  their  UNIX  database  functions  to  Windows 
NT  and  expect  little  trouble  doing  so. 


\m  Desktop  to  Doth  Center 


But  how  does  Windows  NT  play  in  the  data  cen¬ 
ter,  where  mainframes  traditionally  have  handled 
highly  sensitive,  mission-critical  workloads?  “Today, 
much  of  the  mainframe’s  power  and  reliability  are 
available  in  Windows  NT,”  says  Rachal.  “Enterprise 


IT  vendors  such  as  Unisys  offer  powerful  hard¬ 
ware  that  provides  the  necessary  scalability,  plus 
sophisticated  software  that  ensures  the  highest 
levels  of  availability  and  security. 

“Perhaps  most  important,”  Rachal  continues, 
“we  offer  the  full  range  of  services  -  from  planning 
and  installation  to  migration  and  integration,  from 
application  development  to  network  and  system 
management  -  that  is  required  for  truly  enter¬ 
prise-class  computing.” 

The  experiences  of  Nasdaq  and  other  organiza¬ 
tions  bear  that  out  -  a  fact  that  has  not  gone  unno¬ 
ticed  by  CIOs  and  other  business  leaders.  A  recent 
survey  of  nearly  300  North  American  and  European 
executives  conducted  for  Unisys  by  independent 
research  firm  SOFRES  Intersearch  in  Paris,  shows 
that  by  2000,  Windows  NT  will  surpass  UNIX  and 
proprietary  systems  as  the  operating  system  of 
choice  for  both  mission-critical  computing  and 
overall  workloads. 

Likewise,  an  I  DC  study  found  that  40%  of  the 
units  of  server  software  sold  were  Windows  NT  - 
about  double  the  amount  of  UNIX  server  units. 
And  a  recent  study  by  Computerworld  newspaper 
shows  that  Windows  NT  is  registering  significant 

CONTINUED  ON  PAGE  6 
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■  Windows  NT 
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scale,”  insists  Flynn.  “As  more  and  more 
processors  were  thrown  into  the  mix,  the 
system  gave  us  the  scalability  we  needed.” 

Windows  NT  will  offload  such  jobs  as  dis¬ 
seminating  information  and  building  indices, 
he  explains,  freeing  up  vital  mainframe  capac¬ 
ity.  Asked  if  he  believes  Windows  NT  sys¬ 
tems  will  begin  performing  those  core  main¬ 
frame  tasks  themselves  within  the  next  few 
years,  Flynn  responds, “I  don’t  think  that’s  too 
far-fetched  at  all.” 

Flynn  cites  the  cooperative  role  played  by 
Unisys  in  supporting  Nasdaq’s  high-end 
Windows  NT  system.  Unisys  responded 
quickly  to  Nasdaq’s  needs,  he  says,  providing 
invaluable  expertise  and  architectural  advice. 
He  attributes  some  of  that  nimbleness  to  the 
tight  relationship  between  Unisys  and 
Microsoft.  But  ultimately,  says  Flynn,  Nasdaq 
chose  Unisys  as  a  partner  because  it  offered 
the  Windows  NT  solutions  Nasdaq  needed 
to  succeed.  « 
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Nasdaq  Stock  Market’s  Executive  Vice  President  and  Chief  Technology 
Officer  John  Hickey  uses  a  Windows  NT-based  system  to  support 
mission-critical  market  activity 
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Michigan  dairy  co-op  relies  on  Windows  NT 
and  the  Internet  to  simplify  data  access 


“|  etting  information  to  members  of  the  Michigan 
Milk  Producers  Association  (MMPA)  is  the 
1  Number  I  priority  -  and  pain  point  -  for  Greg 
J  Schulkey,  MMPA’s  IT  director.  He  is  meeting  that 
priority  and  easing  his  pain  by  relying  on  a  combi¬ 
nation  ofWindows  NT  and  Internet  technology. 

MMPA  is  a  member-owned  and  operated  dairy 
cooperative  serving  more  than  2,900  dairy  farmers 
in  Michigan,  Ohio,  Indiana  and  Wisconsin.  It  is  the 
largest  dairy  cooperative  in  the  region  and  provides 
a  variety  of  services,  ranging  from  lab  tests  to  wind¬ 
storm  disaster-recovery  plans. 

The  organization  is  using  a  Windows  NT-based 
extranet  to  get  critical  information  to  both 
employees  and  members.  For  example,  MMPA 
posts  the  amount  and  quality  of  milk  received 
from  each  farm,  making  it  easy  for  farmers  to 
track  their  business  with  the  cooperative.  In  addi¬ 
tion,  field  representatives  can  access  the  network 
remotely  to  check  e-mail  or  track  changes  in  the 
cheese  and  butter  markets, 
and  customers  can  use  the 
network  to  contact  the  sales 
department.  “Our  extranet 
saves  us  a  lot  of  money,”  says 
Schulkey,  “and  it  allows  us  to 
be  responsive  in  ways  we 
could  never  have  dreamed  of  a 
few  years  ago.” 


MMPA’s  Greg  Schulkey  gets  critical  information  to 
dairy  farmers  using  a  Windows  NT-based  extranet 

For  farmers  that  produce  millions  of  pounds  of 
milk  per  month,  fast  information  access  can  have  a 
major  impact  on  the  bottom  line.  For  example, 
farmers  use  the  extranet  to  access  results  of  lab 
tests  that  show  how  changes  in  feed  rations  affect 
milk  production.  And  the  sooner  they  get  that 
data,  the  faster  they  can  optimize  feed  expenses. 

MMPA  runs  its  extranet  on  two  Unisys 
ClearPath  systems  that  are  partitioned  to  support 
both  the  proprietary  Unisys  environment  and 
Windows  NT.  “There’s  very  high-speed  connectiv¬ 
ity  between  ClearPath  and  Windows  NT,” 
Schulkey  notes.  “It’s  easy  for  us  to  get  to  main¬ 
frame  data  from  either  the  Windows  NT  side  or 
an  Internet  application.” 

A  major  reason  Schulkey  chose  to  work  with 
Unisys  was  for  its  understanding  of  corporate 
data.  “They’ve  been  around  the  enterprise  from 
the  beginning,”  he  says.  “Unlike  a  lot  of  vendors 
that  started  out  as  PC  manufacturers,  they  under¬ 
stand  the  criticality  of  data  to  companies.”  <1 
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gains  in  momentum  and  market  share  at 
the  expense  of  other  platforms. 

In  fact, Windows  NT  will  become  the 
mission-critical  operating  system  of 
choice  for  the  future,  according  to  the 
SOFRES  survey.  Specifically,  the  study 
shows  that  75%  of  organizations  are 


implementing  or  planning  mission-criti¬ 
cal  applications  on  Windows  NT. 

For  a  growing  number  of  organiza¬ 
tions,  it’s  becoming  clear  that  Windows 
NT  is  a  platform  equally  appropriate  for 
desktop  computers,  local-area  net¬ 
works,  departmental  servers  and  trans- 


action-based  systems.  That  means  they 
can  standardize  on  the  operating  sys¬ 
tem  to  reduce  the  complexity  of  their 
IT  environments.  It  also  means  they  can 
ensure  easy  sharing  of  information 
across  the  enterprise  and,  ultimately, 
realize  tangible  business  benefits  from 
their  IT  investments.  * 
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WINDOWS  NT: 


David  Houseman,  vice  president  of  Advanced  Technology  for  Unisys,  describes  the  advantages 
Windows  NT  offers  in  simplifying  IT  environments  and  how  it  helps  IT  organizations  contribute 

to  the  strategic  goals  of  the  enterprise. 


QA  major  contributor  to 
the  complexity  of 
today’s  IT  environment  is  the 
proliferation  of  mixed  com¬ 
puting  platforms.  Weren’t 
standards  supposed  to  help 
cure  all  that? 

That  certainly  was  the 
intention.  But  I  judge 
the  effectiveness  of  a  stan¬ 
dard  by  the  degree  to  which 
it  allows  users  to  take  an 
application  and  run  it  on  the 
broadest  array  of  platforms 
possible.  So  I  wonder  how 
much  value  emerged  from 
the  standards  movements  of 
the  past  decade. 

The  problem  for  IT  ven¬ 
dors  is  that  standards  neu¬ 
tralize  their  ability  to  differen¬ 
tiate  their  offerings  -  a  situation  exemplified  by  the  UNIX 
operating  system.  UNIX  was  supposed  to  be  an  open 
platform,  but  each  vendor  enhanced  and  modified  it  in  an 
effort  to  differentiate  itself.  We  ended  up  with  so  many 
different  flavors  of  UNIX  that  organizations  weren’t  much 
closer  to  simplifying  their  IT  environments  than  when 
proprietary  operating  systems  ruled. 

QHow  much  of  a  solution  does  the  Windows 
NT  platform  offer? 

For  Unisys,  our  customers  tend  to  be  larger  enter¬ 
prises  where  the  need  to  integrate  systems  serving 
disparate  departments  is  particularly  pressing.  We  would 
not  have  made  the  level  of  commitment  to  Windows  NT 
that  we  have  today  if  we  didn’t  find  it  offered  substantial 
strategic  advantages  to  our  customers. 

The  most  compelling  reason  Windows  NT  is  success¬ 
ful  in  reducing  IT  complexity  is  that  there  is  only  one  ver¬ 
sion  of  the  operating  system.  Having  focused  for  much  of 
its  history  on  the  desktop,  Microsoft  entered  the  enter¬ 
prise  market  relatively  late.  So  it  had  the  advantage  of  wit¬ 
nessing  the  fragmentation  of  UNIX.  The  lesson  learned 
was  simple: To  maintain  a  standard  platform,  you  need  to 


keep  the  source  code  under 
lock  and  key.  No  one  modifies 
it  except  Micresoft.As  a  result, 
any  Windows  NT  application 
will  run  on  any  Windows  NT 
platform,  period. 

Windows  NT  is  also  intrin¬ 
sically  a  simpler  operating  sys¬ 
tem  than  UNIX  for  both  the 
user  and  the  administrator. 

How  does  Unisys  add 
value  to  Windows  NT, 
particularly  in  the  area  of  reduc¬ 
ing  complexity,  to  offer  clients  a 
u  compelling  reason  to  invest  in 
|  the  technology? 

A  single  large  system  is 
less  complex  to  manage 
than  distributed  systems.  We 
are  working  to  bring  the  advan¬ 
tages  of  large  mainframes  to  Windows  NT,  combining 
them  with  the  cost  advantages  associated  with  the  Intel 
platform. 

One  way  to  simplify  an  IT  manager’s  life  is  to  make  the 
technology  reliable.  New  tools  added  to  commodity  Intel 
and  Microsoft  platforms  improve  system  availability  and 
simplify  system  management.  Windows  NT  doesn’t  cur¬ 
rently  provide  a  way  of  automatically  discovering  when  a 
system  service  is  no  longer  responding.  So  we  bundle 
additional  software  with  our  Aquanta  ES5000  servers  that 
automatically  scans  for  interruptions,  reports  them  and 
provides  tools  to  streamline  recovery. 

In  addition,  we  offer  a  range  of  IT  services  that  help 
bring  attributes  associated  with  mainframe  computing  - 
including  bet-the-business  reliability  and  vaultlike  security 
-  to  Windows  NT.  We’ve  been  providing  these  kinds  of 
services  for  decades,  and  now  we’re  applying  that  expert¬ 
ise  to  the  Microsoft  operating  system. 

With  the  technologies  and  services  we  offer,  we 
intend  to  bring  to  distributed  systems  many  of  the  advan¬ 
tages  once  available  only  on  mainframes.  We  feel  confi¬ 
dent  that  the  result  will  be  an  IT  environment  that  con¬ 
tributes  to  the  goal  of  the  enterprise.  * 
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It's  not  that  we  can't  stop  working  on  a  client's  problem. 
It's  just  that  we  hate  to  quit  when  we're  on  a  roll. 

On  Wall  Street,  momentum  is  everything.  That's  why  we  helped  design  and  run  a  bench¬ 
mark  study  to  prove  our  Microsoft®  Windows  NT®- based  servers  can  keep  The  Nasdaq 
Stock  Market  going,  even  in  a  tidal  wave  of  transactions.  One  billion  shares  later,  it  was  still 
going  strong.  In  fact,  we  showed  it  could  handle  two  billion  shares  traded  and  scale  up  to 
four  billion  per  day.  Now,  Nasdaq  is  installing  tough,  reliable  Unisys  Aquanta™  servers  based 
on  the  Intel®  Pentium®  II  Xeon™  processor.  Because  when  the  fastest  growing  stock  market 
in  the  United  States  is  rolling,  nothing  better  get  in  the  way.  www.unisys.com 
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Nasdaq  is  installing  Unisys  Aquanta 
QS/2  servers  running  on  the  Intel® 
Pentium®  II  Xeon™  processor. 


©1999  Unisys  Corporation.  Aquanta  is  a  trademark  of  Unisys  Corporation  Microsoft  and  Windows  NT  are  registered  trademarks  of  Microsoft  Corporation.  Intel,  the  Intel  Inside  logo  and  Pentium  are  registered  trademarks, 
and  Pentium  II  Xeon  is  a  trademark  of  Intel  Corporation.  Nasdaq  is  a  registered  trademark  of  The  Nasdaq  Stock  Market,  Inc. 
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Truth  in  Advertising  Numbers 


Retail  selling  isn't  the  only  place  the  Internet  is  mak¬ 
ing  brick-and-mortar  merchants  look  over  their 
shoulders.  Advertising  sales,  finally  evolving 
into  a  viable  life  form  on  the  Web,  is  next  on 
the  list.  With  1998  online  ad  sales  hitting 
$2.1  billion  and  predictions  of  expenditures 
of  $7.1  billion  by  2002,  hard-copy  publishers 
have  decided  to  prove  their  worth. 

Conde  Nast  Traveler  is  planning  to  launch  a  maga¬ 
zine-branded  credit  card  that  could  help  correlate  read¬ 


ers'  buying  to  advertisers'  selling,  and  the  Magazine 
Publishers  of  America  is  spending  $500,000  on  various 
efforts  to  prove  the  efficacy  of  magazine  advertising. 

The  first  question  they  might  ask  is.  Do  they  really 
want  to  know?  Or  should  they  take  a  lesson  from  some 
recent  studies  of  the  click-through  rates  of  online  ads. 
The  bad  news  revealed  by  some  studies,  ad  executives 
say,  is  that  click-through  rates  are  declining.  And  the 
really  bad  news  is  they  have  the  numbers  to  prove  it. 

-Art  Jahnke 


Raising  the  Hype  Bar 


WITH  SO  MANY  NEW  BOOKS  BEING  PUB- 
lished  about  high-flying  Internet  busi¬ 
nesses,  it’s  hard  for  book  reviewers  at 
magazines  like  ours  to  keep  track  and  to  know 
which  books  say  something  new  and  which  are 
merely  last  year’s  ideas  in  a  brand-new  jacket. 

Fortunately  for  us,  Jason  and  Matthew  Olim, 
the  wealthy  and  suspiciously  young  superstar 
twins  behind  CDnow,  have  come  up  with  a  way 
to  spare  us  the  effort  of  actually  having  to  read 
their  new  book,  The  CDnow  Story:  Rags  to  Riches  on  the 
Internet.  In  a  move  that  sets  the  bar  for  Web  hype  even 
higher  than  it  has  been,  the  boys’  PR  team  has  included  two 
“sample  book  reviews”  in  the  book’s  press  kit:  a  long  review 
of  approximately  590  words  and  a  short  review  of  approxi¬ 


mately  270  words.  Both  reviews,  however,  end  with  the 
same  pithy  encomium:  “ The  CDnow  Story  is  an  inspiring 
account  of  how  the  little  guy  can  make  good  on  the 
Internet.”  Could  be  true. 

-David  Rosenbaum 


Where  It’s  At 

For  those  who  want  to  get  a  better 
picture  of  cyberspace,  www. 
cybergeography.com  is  worth  a  visit. 

The  site,  devoted  to  “exploring  the 
geographies  of  the  Internet,  the  Web  and 
other  emerging  cyberspaces,”  has 
extensive  links  to  maps  of  Internet  traffic 
and  Internet  usage.  The  site’s  “Atlas  of 
Cyberspaces”  offers  a  sampling  of  artis¬ 
tic,  conceptual,  census  and  other 
representations  of  cyberspace.  It’s  the 
place  to  find  everything — from  the  para¬ 
graph  in  William  Gibson’s  1984  novel 
Neuromancer  that  defines  cyberspace  to 
three-dimensional  information  visual¬ 
izations  of  Web  sites. 
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Can  Crime  Pay? 

APB  Online  hopes  to  earn 
some  honest  bucks  on  the  Web 

BY  ANNE  STUART 


Marshall  davidson’s  goal  for  his 

Web-based  news  service  couldn’t  be  sim¬ 
pler:  He  wants  APB  Online  to  be  to  crime 
what  ESPN.com  is  to  sports  and  what 
Weather.com  is  to  weather. 

He  appears  to  be  well  on  the  way. 
Within  weeks  after  APB  launched  late  in 
1998,  the  site  was  already  attracting  more 
than  1  million  page  views  daily.  Billing  itself  as  “  the  source  for 
police  and  crime  news,  information  and  entertainment,”  the 
Manhattan-based  Web  site  blends  Court  TV,  America’s  Most 
Wanted  and  the  metro  section  of  any  gritty  urban  newspaper 
with  its  own  distinct  sensibility.  As  Davidson’s  part 
ner  Mark  Sauter  points  out,  APB 
Online  (derived  from  the  classic 
police  acronym  “all-points 
bulletin”)  may  be  the  world’s 
only  news  organization  with  a 
reporter  assigned  full-time  to  the 
missing  persons  beat. 

Content  occasionally  leans 
toward  the  lurid:  Visitors  can,  for 
instance,  search  a  graphic  of  Jon 
Benet  Ramsey’s  house  for  clues  in 
the  slaying  of  the  6-year-old  Colo¬ 
rado  beauty  queen.  In  general, 
though,  APB  Online  reflects  its 
founders’  mission  of  providing  pro¬ 
fessional  news  coverage,  public-ser¬ 
vice  information  and  stuff  that’s  just 
plain  interesting  or  entertaining. 

Want  breaking  news  on  a  Mob 
trial  or  a  kidnapping  case?  Go  to  APB 
Online.  Looking  for  the  latest  stats  on 
corporate  computer  hacking  or  phone 
fraud?  Curious  about  whether  that  new 
guy  in  Accounting  is  among  the  nation’s 
most-sought  fugitives?  Go  to  APB  Online. 

The  site  also  plays  to  the  Web’s 
strengths.  Visitors  can  read  up-to-the- 
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minute  headlines  or  investigative  reports 
from  APBNEWS.com,  APB’s  national 
news  service,  download  government 
documents  on  celebrities,  view  photos 
of  missing  children  or  wanted  criminals, 
scan  a  registry  of  convicted  sex  offend¬ 
ers  or  search  a  tip  database  with  advice 
on  everything  from  preventing  carjack¬ 
ing  to  strengthening  business  security. 
Hard-core  crime  junkies  can  monitor 
police  scanners  in  10  major  cities  or  use 
analytical  tools  developed  by  former  FBI 
profiler  John  Douglas  (the  inspiration 
for  Jodie  Foster’s  boss  in  Silence  of  the 
Lambs)  to  examine  evidence  in  an 
unsolved  serial-killer  case.  On  APB 
Media  Patrol,  they’ll  even  find  reviews 
of  the  latest  crime-related  books,  movies 
and  TV  shows. 

The  target  audience?  Everyone.  As 
traditional  journalists  have  always 
known,  crime  stories  attract  attention. 
Lawyers  and  police  officers  follow 
crime  news  because  they  have  to. 
Others  are  simply  fascinated  by  mys¬ 
tery,  violence  or  the  courts.  But  most 
people  pay  attention  to  crime  news 
about  where  they  live  and  work,  people 
they  know  and — whether  or  not  they’ll 
admit  it — celebrities. 


Ex-banker 
Marshall  Davidson 


is  investing 
these  days  in  his 
all-crime  all-the-time 


news  service. 
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In  fact,  one  of  the  century’s  highest- 
profile  crimes  planted  the  seed  for  APB 
Online.  Davidson,  then  an  investment 
banker  on  Wall  Street,  was  working  on  a 
bank  restructuring  in  Los  Angeles  in  1995 
when  O.J.  Simpson’s  double-murder  trial 
was  the  topic  of  conversation.  “I  was 
struck  by  how  many  people  I  met  who 
had  had  their  own  experience  with 
the  criminal  justice  system,”  recalls 
Davidson. 

He  initially  considered  creating  a 
single-genre  cable  TV  network  but  rec¬ 
ognized  that  that  concept  faced  signifi¬ 
cant  competition  from  crime-related 
programming  such  as  prime-time  news¬ 
magazines.  Then,  as  Davidson  learned 
about  the  Internet,  he  realized  his  idea 
would  have  more  room  to  grow  in  an 
environment  unlimited  by  linear 
scheduling,  allowing  him  to  run  many 
different  programs  or  types  of  content 
simultaneously. 

Davidson  hooked  up  with  two  part¬ 
ners  (veteran  journalist  Sauter,  now 
executive  VP  for  content,  and  fellow 
banker  Matthew  L.  Cohen,  now  execu¬ 
tive  VP  for  administration  and 
finance).  He  convinced  a  slew  of  ven¬ 
ture  capitalists  to  supplement  his  own 
investments.  Then  he  wrote  a  busi¬ 
ness  plan  detailing  everything  down 
to  the  delivery  date  for  the  office 
water  cooler. 

vidson  recalls  the  precision 
■ary  to  staff,  equip,  promote 
launch  a  hit-the-ground- 
running  business  in  just  91  days. 
He  and  his  partners  used  no 
recruiters:  “We  went  straight  to 
people  we  wanted  to  hire,” 
nducting  interviews  in  coffee 
fibs  while  seeking  a  head- 
rters.  When  the  telephone 
ipany  ran  weeks  behind 
edule  in  installing  necessary 
ring,  Davidson  bought  cell 
tones  for  everyone  in  the 
jjmpany.  APB  Online 
unched  on  schedule  in 
jSlovember  1998. 

JjJ|  The  company  lured  jour¬ 
nalists  from  other  media: 
Sauter  from  Inside  Edition , 
Managing  Editor  Hoag 
Levins  from  a  top  spot  at 
Editor  &  Publisher  maga- 
litors  Ed  Levine  and  Alan 
,  respectively,  New  Jersey’s 


Bergen  Record  and  Fox  News  Online. 
“It’s  been  interesting  for  us  to  see  the 
[competitive]  culture  of  the  old  journal¬ 
ism  meeting  the  Silicon  Valley  culture  of 
teamwork  and  collaboration.”  News 
organizations  aren’t  renowned  for 
generosity — most  offer  unremarkable 
salaries  and  benefits — so  most  incoming 
journalists  were  unused 
to  new-media 
perks  such  as 
APB’s  hiring 
bonuses  and  invest¬ 
ment  opportunities.  “We  had  some  jour¬ 
nalists  who  didn’t  even  know  what  stock 
options  were,”  Davidson  recalls. 

APB  also  signed  up  more  than  70  cor¬ 
respondents  and  contributors  nation¬ 
wide,  including  luminaries  like  George 
Lardner  Jr.  of  The  Washington  Post,  who 
won  the  Pulitzer  Prize  in  feature  writing 
for  his  heartbreaking  investigation  into 
his  daughter’s  murder  by  an  ex-boyfriend. 

In  his  banking  days  Davidson  worked 
in  spacious,  well-appointed  private  offices 
with  his  own  secretary.  These  days,  he’s 
still  in  the  Wall  Street  area,  but  his 
fledgling  company,  invisible  from  the 
street,  is  crammed  into  a  few  rooms  over 
a  delicatessen.  When  interviewed, 
Davidson  shared  office  space  with  two 
other  employees  in  what,  in  most  com¬ 
panies,  would  be  a  lobby  (“we’re  getting 
bedsores,  we’re  so  close  to  each  other,” 
he  jokes).  They  hold  staff  meetings  at  the 
deli  downstairs.  The  newsroom,  packed 
with  reporters  glued  to  telephones,  TVs 
and  computer  terminals,  is  otherwise 
spare.  No  carpet.  No  plants.  No  paint¬ 
ings.  An  APB  investor  who  visited  last  fall 
remarked  wryly  to  Davidson:  “Well,  I  see 
you  haven’t  wasted  any  money  on  facili¬ 
ties.”  Good  thing,  because  in  keeping 
with  the  demands  of  staffing  a  nation¬ 
wide,  around-the-clock  news  operation, 
the  staff  had  swelled  to  35  full-time  peo¬ 
ple  by  mid-March,  forcing  Davidson  to 
scour  the  city  for  bigger  quarters. 

APB  Online  scored  its  first  news  coup 
within  weeks  of  its  launch.  In  December, 
it  became  the  first  Web  site  to  post  Frank 
Sinatra’s  FBI  file  immediately  after  its 
release  by  the  bureau.  Staffers  used  a 
high-speed  scanner  to  quickly  transform 
the  1,275-page  document  from  hard 
copy  to  Web  pages.  Fifteen  times  the 
normal  amount  of  traffic  that  resulted 
temporarily  crashed  the  site. 

While  many  journalists  have  praised 


APB  Online,  others  have  been  critical.  In 
December  APB  Online  also  posted  files 
the  FBI  kept  on  writer  Mike  Royko, 
angering  executives  at  The  Chicago 
Tribune ,  where  the  famously  acerbic 
columnist  worked  until  his  death  in 
1997.  The  Tribune  refused  to  let  APB 
advertise  its  scoop  on  the  Tribune's  Web 
site,  calling  the  banner  ad 
linking  to  Royko’s 
file  “in  poor  taste.” 
APB  Online’s  staff 
publicly  dismissed  the 
snub  as  sour  grapes  over  being  scooped. 

Davidson  initially  financed  APB 
Online  from  his  own  savings,  then  raised 
$3.5  million  from  investors  to  launch  the 
site.  Another  round  of  financing  will 
help  APB  expand  to  90  employees  and 
create  about  three  dozen  more  programs 
or  content  areas. 

APB’s  long-term  business  plan  calls  for 
making  money  on  ads  (the  site  recently 
sold  its  first  sponsorship),  spinoffs  and 
partnerships  such  as  the  content  deal 
with  the  Snap  portal  site.  Right  now, 
Davidson  says  in  his  native  Texan  drawl, 
“We  aren’t  making  any  money  yet.”  For 
an  ex-banker,  he’s  oddly  cheerful  about 
that  fact.  Fike  many  Web  businesses,  he 
expected  little  or  no  profit  for  at  least  the 
first  year;  like  many  Web  businesses,  he’s 
confident  that  because  he’s  built  it,  peo¬ 
ple  will  come.  Down  the  line,  APB 
Online  is  considering  business-to-busi- 
ness  ventures,  such  as  a  call-center  ser¬ 
vice  that  alerts  corporate  clients  about 
the  latest  credit  card  scams.  APB  also 
expects  to  cover  Internet  fraud  and  other 
areas  but  will  try  to  avoid  content  that 
glorifies  or  exaggerates  crime  or  that 
causes  pain  to  crime  victims.  “The  pri¬ 
mary  purpose  of  every  piece  has  to  be  to 
inform  and  serve,  not  to  frighten  or  titil¬ 
late,”  Davidson  says. 

Meanwhile,  the  ex-banker  says  he’s 
having  a  blast.  He  finds  that  when  he 
introduces  himself  socially,  people  already 
know  about  him  and  his  venture  (vali¬ 
dating  his  basic  premise  that  everybody 
cares  about  crime).  That’s  perhaps  the 
biggest  difference  from  his  days  on  Wall 
Street:  “I’ve  never  been  to  a  party  in  the 
investment  banking  business  where  any¬ 
one  says,  ‘Gosh,  are  you  the  guy  that 
closed  that  bond  offering?”’  BE! 

Senior  Editor  Anne  Stuart  can  be 
reached  at  astuart@cio.com. 


www.apbonline.com 
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CONTENT  THAT  KEEPS  VISITORS  COMING 


THE  MAIN  ATTRACTION 


BACK 


Get  Fewer  Hits 

Here’s  a  radical  idea  for  satisfying 
your  Web  audience:  Make  their  visits 
shorter — and  sweeter 

BY  SCOTT  KIRSNER 


WHEN  WAS  THE  LAST  TIME  YOU  BRAGGED  ABOUT  IN- 
creasing  the  amount  of  time  you  kept  customers  on  hold? 
Service-oriented  businesses  know  that  the  longer  you  make 
a  customer  wait,  the  more  likely  it  is  that  the  customer  will 
get  frustrated  and  go  elsewhere. 

But  on  the  Web,  many  site  operators  seem  to  believe  the  exact  oppo¬ 
site.  They’re  trying  to  increase  the  amount  of  time  customers  spend  on 
their  sites,  delivering  more  hits  and  page  impressions  per  visit.  That  usu¬ 
ally  means  forcing  users  to  click  through  too  much  content  before  answer¬ 
ing  their  questions  and  completing  transactions. 

There  are  two  reasons  for  this  bizarre  phenomenon.  First,  too  many 
corporations  believe  that  the  Web  offers  the  opportunity  for  them  to 
become  media  moguls.  “The  last  time  I  checked,  Ben  &  Jerry’s  was  an 
ice  cream,  not  a  broadcast  company,”  says  Seth  Godin,  vice  president  of 
direct  marketing  at  Yahoo  Inc.  “But  they  made  headlines  when  they 
launched  their  Web  site.”  Imagining  that  your  company  shares  the  same 
online  goals  as  NBC  or  the  New  York  Times  Co.  is  a  recipe  for  disaster. 


Second,  Web  design  firms  often  tout 
complexity  over  simplicity.  They’d  rather 
build  a  labyrinthine  site  no  matter  what 
the  client’s  business  goals  are.  “There 
probably  is  a  tendency  to  make  projects 
bigger  in  this  business,”  says  Shawn 
Freeman,  president  of  Big  Theory  LLC, 
a  development  shop  in  Dallas  that  has 
built  several  sites  for  furniture  maker 
Herman  Miller.  “You  naturally  want 
your  client  to  think  big,  but  for  the  site 
visitor,  it’s  not  so  great.” 

George  Roukas,  vice  president  of 
product  management  at  BizTravel.com 
Inc.  in  New  York  City,  puts  visitors  into 
the  categories  of  “goal-directed”  or  “dis¬ 
covery-oriented.”  “When  you  go  into  a 
bookstore,”  he  explains,  “sometimes  you 
have  a  title  in  mind,  and  your  goal  is  to 
find  it  as  quickly  as  possible.  Other  times, 
you’ll  browse  through  the  aisles,  have  a 
cappuccino  and  kill  an  afternoon.” 

Roukas  readily  admits  that  most  vis¬ 
itors  to  his  travel  site  are  goal-oriented — 
their  intention  is  to  build  and  book  an 
itinerary  quickly.  If  you’re  a  manufac¬ 
turer  of  cardboard  boxes,  I’d  bet  your 
percentage  of  goal-directed  visitors  is 
even  higher  than  BizTravel. corn’s. 

Making  goal-directed  visitors  happy 
means  streamlining  your  site,  reducing 
the  number  of  pages  or  clicks  used.  In 
effect,  it  means  shortening  the  distance 
between  customers  and  the  cash  register. 

“Higher  page  view  counts  aren’t  in¬ 
dicative  of  customer  satisfaction,”  says 
Sherri  Neasham,  president  and  CEO  of 
FinanCenter  Inc.’s  personal  finance  site 
FinanCenter.com  in  Tucson,  Ariz.  “You’ve 
got  to  focus  on  solving  people’s  problems. 
If  you  don’t,  you  won’t  survive.” 

It  takes  a  heretic  in  today’s  Web  cli¬ 
mate  to  tell  your  CEO  that  the  less  time 
customers  spend  on  your  site,  the  more 
satisfied  they  may  be.  It  takes  a  radical 
to  actually  do  something  about  it.  But 
Neasham,  Roukas  and  a  handful  of  oth¬ 
ers  are  following  that  path. 

Segment  Users  and  Identify  Needs 

Should  your  home  page  be  designed 
for  mass  appeal?  Yes,  if  you’re  People 
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Question:  f 

What  did  the  e-tailer 
say  to  the  retailer? 

Answer: 

My  floor  space  is 
bigger  than  yours. 


Tower  Records 

By  building  a  state-of-the-art  technical 
foundation,  we're  helping  Tower  Records 
individualize  their  customer’s  online  buying 
experience.  Watch  for  the  debut  of  the  new 
towerrecords.com.  We’re  making  a  good 
thing  even  better. 


WOLF-Garten 

Our  strategy  and  technological  solution 
enabled  us  to  transform  the  order-processing 
procedures  of  Europe’s  leading  gardening- 
supply  company,  reducing  the  time  to 
process  an  order  from  four  days  to  one  and 
giving  their  5,400  dealers  access  to  a 
product  line  of  more  than  2,500  goods. 


Furniture.com 

We  helped  Furniture.com  build  the  world’s 
largest  online  furniture  store,  with  over 
50,000  items  from  over  1 00  manufacturers. 
Shoppers  easily  browse  this  vast  selection, 
create  their  own  showroom,  and  work  with 
design  consultants  for  personal  service. 


Ask  for  our  white  paper: 

Strategies  for  Growing  Your  Business 
Through  E-commerce 

40  offices  worldwide 
46  Fortune  100  clients 
Contact  us  at: 

888/879  3241  ext.  162 
61 2/995  8964  [International] 
www.uswebcks.com 


E-commerce.  It  offers  incredible  opportunities.  You  can  fit  a 
million  shoppers  in  your  store.  With  the  right  site,  you  can  track 
their  buying  habits,  predict  their  purchases.  You  can  offer  them 
the  world.  At  USWeb/CKS,  we  were  one  of  the  first  to  create, 
build  and  deploy  successful  e-commerce  sites.  Our  sites  do 
more  than  sell  products.  They  combine  strategy,  targeted 
marketing,  network  systems  development,  Internet  technology 
and  more.  We’ve  handled  over  3,000  client  engagements.  Let 
us  help  expand  your  virtual  floor  space.  Contact  us  for  details. 


USWeb/CKS 

Transforming  business  in 
the  digital  economy. 


THE  MAIN  ATTRACTION 


magazine.  But  no  if  you’re  ConEd. 

At  Consolidated  Edison  Inc.,  the  New 
York  utility  company,  director  of  cor¬ 
porate  communications  Patrick  Wheeler 
determined  that  there  were  five  primary 
constituencies  his  site  needed  to  serve: 
residential  customers,  business  cus¬ 
tomers,  vendors,  job  seekers  and 
investors.  Each  groups  is  given  a  sepa¬ 
rate  doorway  on  the  home  page. 
ConEd’s  3  million  residential  customers, 
for  example,  can  access  their  account 
information  in  just  two  clicks  (see  “The 
Bots  Are  Back,”  CIO  Section  2,  May  1, 
1999).  Then  they  can  see  their  usage  and 
billing  history,  enter  a  meter  reading  or 
pay  their  current  bill. 

“We’re  always  conscious  about  using 
the  fewest  possible  clicks,”  says 
Wheeler,  who  oversees  the  Web  site. 
That  ease  of  use  has  encouraged 
ConEd’s  customers  to  embrace  online 
customer  service — which  dramatically 
reduces  the  company’s  costs.  In  Q1  of 
last  year,  ConEd  received  2,243  pay¬ 
ments  over  the  Net;  by  Q4  that  number 
had  more  than  doubled. 

Hilton  Hotels  Corp.  designed  its  Web 
site  to  address  the  needs  of  three  differ¬ 
ent  kinds  of  users:  business  travelers  who 
have  already  decided  they  want  to  stay 
at  a  Hilton,  leisure  travelers  hunting  for 
bargains  and  travelers  interested  in  find¬ 
ing  out  more  about  the  chain’s  400 
hotels  before  booking.  According  to 
Bruce  Rosenberg,  Hilton’s  vice  president 
of  marketing  and  distribution,  the  first 
group  can  go  to  the  reservation  page 
with  one  click,  and  the  second  group  can 
go  directly  to  the  special  offers  page. 
“When  we  find  something  on  the  site  is 
heavily  used,  we  move  it  up  in  the  hier¬ 
archy,”  says  Rosenberg.  “We’re  always 
looking  for  ways  to  reduce  steps.” 

Gather  User  Input  and  Test 

To  users,  page  views  are  either  relevant 
or  irrelevant.  Your  mission  is  to  eradicate 
the  latter.  To  do  that,  it’s  important  to  get 
objective  information  about  how  people 
use  your  site.  That  objective  information 
can  come  from  user  e-mail,  surveys  or 
focus  groups. 

Or  you  can  conduct  usability  testing 
on  your  site.  For  Tvisions  Inc.,  a 
Cambridge,  Mass.,  Web  consulting  firm, 
that  meant  asking  friends,  clients  and 
peers  to  evaluate  a  prototype  of  the  firm’s 
own  promotional  site.  “One  of  the  things 
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we  discovered  is  that  we  had  a  button 
that  said  ‘Process,’  and  no  one  knew 
what  that  meant,”  explains  Darryl 
Gehly,  a  vice  president  of  the  company, 
which  has  worked  with  Fidelity 
Investments  and  Staples.  “It  was  too 
vague.  So  we  changed  it  to  ‘Technique,’ 
and  people  told  us  that  that  was  clearer.” 

US  West,  a  regional  Bell  operating 
company  headquartered  in  Denver,  runs 
its  own  human  factors  lab  in-house.  “We 


sit  people  down  in  front  of  a  prototype 
we’ve  built  based  on  input  from  focus 
groups,  and  then  we  run  them  through 
some  scenarios,  such  as  ‘Order  some¬ 
thing  online,’”  says  Arnold  Lund,  the 
director  of  design  and  usability  for  US 
West  Advanced  Technologies.  “We  ask 
them  to  talk  out  loud  as  they’re  doing  it 
and  look  for  places  where  they  might  be 
surprised  or  frustrated.  Then  we  count 
the  number  of  screens  and  clicks.” 

Research  firms  like  Human  Factors 
International  (www.humanfactors.com) 
offer  Web  usability  testing  for  compa¬ 
nies  that  don’t  have  the  luxury  of  their 
own  in-house  labs.  “You  want  to  look 
for  the  dead  ends,”  says  John  Sorflaten, 
a  project  director  at  the  Fairfield,  Iowa, 
company.  “In  other  words,  try  to  under¬ 
stand  why  they  get  to  a  sign-up  page, 
then  leave.”  Human  Factors’  fees  for 
scenario  testing  start  at  $10,000. 

Watch  New  Content  Carefully 

Once  you’ve  carved  out  clear  courses 
through  your  site  and  removed  irrele¬ 
vant  pages,  there’s  still  a  potential  for 
problems.  It  arises  when  you  add  new 
content  areas  and  graphics  to  your  site, 
which  can  easily  confuse  users,  resulting 
in  worthless  page  views.  Eternal  vigi¬ 
lance  is  necessary  to  ensure  that  a  well- 
manicured  site  doesn’t  get  weedy  as  new 
content  and  features  are  added. 

Refine  Metrics  and  Tools 

It  may  be  2000  before  the  majority  of 
site  managers  get  religion.  As  Big 
Theory’s  Freeman  puts  it,  “No  matter 
how  much  you  love  your  site,  users 
don’t  want  to  spend  all  day  going 
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through  it.”  But  that  gives  you  an 
opportunity  for  first-mover  advantage. 

Personalization  is  an  important  tool  for 
first  movers.  Sites  that  do  a  better  job  of 
understanding  and  catering  to  individual 
users  naturally  provide  higher  levels  of  sat¬ 
isfaction  and  fewer  irrelevant  page  views. 

US  West  is  exploring  ways  to  recom¬ 
mend  products  to  consumers  based  on 
information  about  their  lifestyle  rather 
than  requiring  consumers  to  forage 


through  the  US  West  site  and  evaluate 
products  on  their  own;  Hilton  is  deploy¬ 
ing  software  that  will  remember  what 
hotels  a  visitor  frequents  and  be  intuitive 
about  their  needs.  “The  mission  is  to 
give  people  answers,  not  show  them 
more  pages,”  says  Rosenberg. 

New  metrics  for  gauging  success 
accompany  this  new  “less  is  more”  phi¬ 
losophy.  After  all,  if  the  goal  isn’t  to  keep 
increasing  hits  and  page  views  per  visit, 
what  is  there  to  shoot  for? 

Companies  that  have  abandoned  the 
“more  is  more”  mind-set  tend  to  focus 
on  bottom-line  metrics.  At  Hilton  it 
means  quite  simply  increasing  the  look- 
to-book  ratio.  Right  now,  2  percent  of 
all  visitors  to  Hilton.com  make  a  reser¬ 
vation,  and  Rosenberg  would  like  to 
grow  that  number.  ConEd  is  trying  to 
service  and  collect  from  more  of  its 
customers  online.  And  Roukas  at 
BizTravel.com  watches  his  repeat  ratio: 
What’s  the  likelihood  that  a  customer 
who  booked  a  trip  last  month  will  book 
another  one  this  month? 

The  common  thread  is  that  they’ve  all 
given  up  on  media-style  metrics:  hits,  ses¬ 
sion  length,  page  views.  And  they’re 
boosting  the  bottom  line  by  making  their 
sites  friendlier  to  those  goal-directed  vis¬ 
itors.  “People  bust  out  of  transactions 
when  they’re  frustrated  and  they  can’t  get 
to  their  goal,”  says  Roukas.  “If  we  can  get 
them  to  their  goal  quickly,  we’ll  do  more 
transactions.  It’s  that  simple.”  BEI 

Boston-based,  writer  Scott  Kirsner  also 
contributes  to  The  Industry  Standard, 
Wired  and  Fast  Company.  He  can  be 
reached  at  kirsner@worldnet.att.net. 


"You've  got  to  focus  on  solving  people's 
problems.  If  you  don't,  you  won't  survive." 

-Sherri  Neasham,  president  and  CEO  of  FinanCenter 


http://webbusiness.cio.com 


“  At  FedEx,  it  used  to  take  hours 
to  analyze  profitablity  at  our 
46,000  locations. 


Now  with 

we  do  it  in  seconds.” 


www.ibi.com/fco  800-969-INFO 

In  Canada  call  (416)  364-2760.  E-mail:  info@ibi.com 

WebFOCUS  is  a  trademark  of  Information  Builders,  Inc.  New  York,  NY 


FedEx  perfected  the  concept  of 
getting  packages  to  customers  fast. 
Now  they’re  delivering  complete 
financial  reporting  to  their  managers 
at  online  speed,  with  WebFOCUS 
from  Information  Builders. 

FedEx  uses  WebFOCUS  to  give 
managers  access  to  customer  and 
sales  data  from  their  46,000  U.S. 
outlets  and  drop  sites.  Previously,  it 
took  weeks  to  get  this  information. 
WebFOCUS  provides  it  in  seconds. 

The  ultimate  benefit,  Ron  Houston, 
Manager  of  Systems  and  Support  at 
FedEx  says,  is  that  “WebFOCUS  is 
helping  us  analyze  and  increase 
profitability  company-wide.” 

Now  that’s  a  package  every  business 
manager  wants  to  receive. 


AND  THE  ENTERPRISE 


Try  getting 


this  out  of  your 
plain  vanilla 
black-and-white 

printer  or  copier. 


imageCLASS™ 


Cali  1-800-OK-CANON,  or 
visit  us  at  www.usa.canon.com 


You  can  stand  in  front  of  your  black-and-white  copier  all  day  long  and  never  get  it  to  output 


in  color.  You  can  stand  in  front  of  your  color  printer  and  never  get  it  to  deliver  the 


laser  crisp  text  of  a  black-and-white  machine.  But,  walk  up  to  Canon’s  new 


B+W 

Color 


All  of  the  above 


imageCLASS  C2100  printer,  and  you  get  both.  Or,  maybe  you’d  prefer  to  sit.  After  all,  the  imageCLASS  C2100 


works  from  your  desktop,  too.  HERE’S  THE  FUTURE.  LET’S  GET  TO  WORK.  " 

ilTiatJ  tf A  N  Y  WA  R  E  “ 


IMAGEANYWARESM  is  a  service  mark  of  Canon  U.S.A.,  Inc.  Here's  the  future.  Let’s  get  to  work,  is  a  trademark  of  Canon  U.S.A.,  Inc.  IMAGECLASS  is  a  trademark  of  Canon  Inc.  ©  1999  Canon  U.S.A.,  Inc. 
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By  Sari  Kalin 

From  a  sleek  black  tower 

on  the  east  side  of  Seattle,  a  Web 
startup  is  trying  to  change  how 
Americans  care  for  something 
that's  even  dearer  to  them  than 
their  wallets:  their  health.  Across  Lake 
Washington,  in  a  nondescript  Redmond 
office  park,  another  Web  startup  is  work¬ 
ing  feverishly  toward  that  same  goal. 
About  700  miles  south  asthe  crow 
flies,  in  a  long  building  near  South 
San  Francisco's  marina,  a 
third  startup  is  hot  on  the 
heels  of  the  first  two. 

These  three  startups — 

Soma.com,  drugstore.com 
Inc.  and  PlanetRx  Inc. — 
opened  Web-based  drug¬ 
stores  during  the  first 


quarter  of  this  year.  The 

lure  of  the  drug  market  is  easy  to  understand:  Americans 
bought  an  estimated  $102  billion  in  prescription  drugs  last 


Reader  ROI 


IN  THIS  STORY  LEARN  ABOUT 

►  How  companies  offering 
the  same  products  look  to 
information  technology  to 
differentiate  themselves 

►  Challenges  faced  by  Web 
sites  selling  pharmaceuticals 


Choose  Yn 


mm 


Three  Web  startups  are  trying  to  gra 
of  the  online  drugstore  man 
different  prescription  for  tec I 
leadership. 


Secret  Ingredients: 

Drugstore. coni  CIO  Kal  Raman 
left  a  job  at  Wal-Mart ,  which 
retaliated  with  a  lawsuit  and  the 
claim  that  drugstore, com  was 
trying  to  steal  secrets. 


year  from  old-fashioned  corner  drugstores,  drugstore  chains, 
supermarkets,  mass  retailers  and  mail-order  firms.  At  inde¬ 
pendent  and  chain  drugstores,  they  spent  another  $104  bil¬ 
lion  on  nonprescription  medicines,  vitamins,  health,  beauty 
and  other  products.  That  dwarfs  the  $13  billion  Americans 
spent  last  year  in  brick-and-mortar  bookstores,  the  market 
space  that  Amazon.com  Inc.  has  turned  on  its  head. 

Like  Amazon.com,  these  three  startups  are  racing  to  get 
established  before  more  brick-and-mortar  drugstore  giants 
wake  up  to  the  Web.  But  the  online  drug  market  won’t  be  as 
easy  to  conquer  as  the  book  market.  These  startups  sell  com¬ 
plex  products  in  a  complex  industry  that’s  regulated  state  by 
state.  They  are  scrambling  to  strike  up  partnerships  with  the 
same  health  insurance  and  prescription  plans  that  pay  for  most 
consumers’  prescription  drugs  (and  that  are  sometimes  leery 
of  new  delivery  channels  or  may  even  see  them  as  competition). 
They  face  the  same  core  challenge  of  getting  consumers  to 
believe  that  buying  everything  from  aspirin  to  Zoloft  over  the 
Web  is  more  convenient  than  standing  in  line  at  the  drugstore 
or  supermarket  and  that  asking  a  pharmacist  an  embarrassing 


pete  in  this  space  for  long  if  its  IT  infrastructure  can’t  support 
a  convenient,  customized,  secure  and  confidential  shopping 
experience  with  rock-solid  reliable  distribution  and  customer 
service.  It’s  not  a  tragedy  if  Auntie  May  gets  the  wrong  color 
sweater  for  her  birthday  or  gets  that  cookbook  the  day  after 
Christmas,  but  it  could  be  one  if  she  gets  the  wrong  blood  pres¬ 
sure  pills  or  her  refill  is  late. 


Soma. corn’s  30-year-old  CEO,  Tom  Pigott,  founded  the 
company  in  December  1997.  While  his  family’s  Seattle 
business  roots  lie  in  traditional  industry  (his  father, 
Charles  Pigott,  was  the  former  chairman  of  Paccar  Inc.,  a  $6 
billion  truck  manufacturer),  by  late  1997  his  hometown, 
where  Amazon.com  sits  across  the  lake  from  Microsoft  Corp., 
had  clearly  become  a  Web  hotbed.  There  was  no  shortage  of 
local  Web  development  firms  that  could  build  an  e-commerce 


If  the  whole  world  goes  down 
on  the  back  end,  we  can  do 

business  in  the  front  end. 


question  via  e-mail  is  more 
confidential  than  asking 
that  question  over  the 
counter.  Despite  their 
similarities,  however, 
these  startups  have 
made  some  sharply 
different  choices  about 
what  it  takes  to  be  a 
successful  e-business. 
This  story  will  look  at 
these  companies’  ratio¬ 
nales  for  their  choice  of  tech¬ 
nology  leadership.  Of  course,  the  choice 
of  technology  leader  is  not  the  only  thing  that 
could  give  one  of  these  companies  a  competitive  edge. 
There  are  other  differences  between  their  offerings: 
Drugstore.com  touts  its  broad  selection  of  health  and 
beauty  products  and  its  detailed  information  on  both  over- 
the-counter  and  prescription  medicines;  Soma.com  is  the 
only  one  of  the  three  to  dispense  class  2  pharmaceuticals 
(a  class  of  drugs  that  have  a  medical  use  but  can  be  addic¬ 
tive  or  abused,  such  as  the  narcotic  painkiller  Percocet); 
PlanetRx  prides  itself  on  its  original  content,  such  as 
its  extensive  online  health  library  on  topics  from  acne 
to  warts,  including  advice,  treatment  options  and 
links  to  related  products.  But  no  company  can  com- 

ebbusiness.cio.com 


-KAL  RAMAN,  CIO  OF  DRUGSTORE.COM 


site  to  Soma. corn’s  specifications;  Pigott 
tapped  two — Tim  Girvin  Design  Inc. 
and  Accelerated  Inc. — to  design  and 
implement  the  site,  and  picked  an¬ 
other  local  firm,  Exodus  Communi¬ 
cations  Inc.,  to  host  it.  But  Pigott 
thought  it  was  essential  for 
Soma.com  to  run  its  phar¬ 
macy  warehouse  and  ful¬ 
fillment  center  so  that  it 
could  guarantee  rapid 
and  reliable  distribu¬ 
tion.  “Our  focus  has 
always  been  on  the 
pharmacy,”  says 
Pigott.  “We  happen 
to  use  the  Internet  as 


our  primary  means 
of  distribution  and 
communication.” 

Soma.com  hired  execu¬ 
tives  who  had  experience  run¬ 
ning  mail-order  and  retail  pharmacies.  The 
company  set  up  its  warehouse  and  fulfillment 
center  in  West  Chester,  Ohio,  near  five  pharmacy 
schools  and  three  overnight  air  hubs.  At  this  writing, 
Soma.com  claims  to  have  arrangements  with  insurance 
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and  prescription  plans  to  cover  more  insured  Americans  than 
its  competitors  do  ( 120  million  compared  with  85  million  at 
drugstore.com  and  80  million  at  PlanetRx). 

Last  December,  about  a  month  before  the  site  launched, 
Soma.com  hired  Tim  Fletcher  as  director  of  Internet  business 
strategy.  Fletcher,  formerly  a  developer  and  a  business  devel¬ 
opment  executive  at  a  Seattle  interactive  agency,  was  charged 
with  building  an  in-house  Web  operations  team  and  helping 
define  the  site’s  direction.  The  Web  operations  team  would 
take  site  development  in-house.  Fletcher  sees  the  online  phar¬ 
macy  market  as  a  chess  game,  where  the  challenge  is  to  out- 
think  opponents.  “We  have  access  to  the  same  sorts  of  tech¬ 
nology  that  our  competitors  do,”  Fletcher  says.  “[The  difference] 
is  how  we  chose  to  use  them  and  deploy  them  and  combine 
them  with  business  relationships.” 

Soma.com  has  an  IT  manager  who  oversees  the  LAN  and 
the  WAN.  But  Pigott  and  Fletcher  say  the  company  doesn’t 
need  a  CIO  or  a  CTO.  “We’re  not  really  a  technology  company 
in  the  sense  that  we’re  marketing  or  selling  or  retailing  our  tech¬ 
nology,”  Fletcher  says.  “Technology  is  merely  an  enabler  for 
our  business  philosophy,  which  is  about  great  customer  service 
[and]  about  the  consultative  value  of  pharmacists.” 

Soma.com  was  the  first  of  the  three  to  launch.  While  not 
critical  of  the  Web  shops  that  designed  the  first  site,  company 
officials  admit  that  some  elements  of  the  site  needed  tweak¬ 
ing.  For  example,  the  site’s  emphasis  on  security  made  it  dif¬ 
ficult  for  customers  to  switch  from  ordering  prescription  drugs 
to  ordering  over-the-counter  medicines.  Integration  between 
the  Web  site  and  back-end  systems  needed  to  be  improved  so 
that  customers  could  see  their  order  histories.  The  site  also  did 
not  show  the  prices  for  any  prescription  drugs  (drugstore.com 
did  show  drug  prices  when  it  launched).  This  spring,  Fletcher 
says,  Soma.com  developers  added  prices  for  200  of  the  most 
popular  drugs  to  the  site  and  addressed  the  ordering  and  inte¬ 
gration  issues;  they  plan  to  expand  pricing  availability  some¬ 
time  in  the  future. 


Like  Soma.com,  drugstore.com  wants  to  be  the  market 
leader.  Yet  to  do  that,  the  company  took  a  different 
strategic  tack  than  Soma.com  did.  Instead  of  building 
pharmacy  fulfillment  capability  first  and  hiring  an  in-house 
technology  leader  later,  drugstore.com  hired  its  technology 
leader  first  and  then  found  a  partner  to  handle  pharmacy  ful¬ 
fillment.  Drugstore.com  has  its  own  pharmacists  on  staff,  but 
partner  RxAmerica  fulfills  and  ships  the  site’s  prescription  drug 
orders  nationwide  out  of  RxAmerica’s  high-volume  mail- 
service  facility  in  Fort  Worth,  Texas.  Walsh  Distribution, 
which  has  a  warehouse  in  Texarkana,  Texas,  fulfills  and  ships 
over-the-counter  products.  “If  you’re  trying  to  move  quickly, 
you  can’t  necessarily  do  everything  all  at  once  and  excel  at 
them,”  says  Peter  Neupert,  drugstore. corn’s  president  and 
CEO.  “You  have  to  look  at  the  types  of  things  that  only  we 
could  do  and  the  types  of  things  that  others  can  help  us  do.” 

Why  the  priority  on  building  in-house  IS  talent  from  the 
start?  Jed  Smith,  drugstore. corn’s  founder,  offers  an  analogy 


Soma.com 

URL:  www.soma.com 
Location:  Seattle 
Launch:  Jan.  15, 1999 
Number  of  employees:  90 

CEO:  Tom  Pigott,  son  of  Charles 
Pigott,  former  chairman  of 
Paccar  Inc.,  a  $6  billion  truck 
manufacturer 

Director  of  Internet  Strategy: 

Tim  Fletcher 

Financing:  Will  not  reveal  identi¬ 
ties  of  private  investors  or  amount 
invested 

Number  of  insured  lives  covered: 
120  million 


Soma.com  founder 
and  CEO  Tom  Pigott 


Three  Drug  Startups 
at  a  Glance 


Drugstore.com  Inc. 

URL:  www.drugstore.com 
Location:  Redmond,  Wash. 


Launch:  Feb.  25,  1999 
Number  of  employees:  170 

CEO:  Peter  Neupert,  former  vice  president  of  news  and 
publishing  at  Microsoft  Corp.'s  Interactive  Media  Group 

CIO:  Kal  Raman,  former  CIO  of  NationsRent  Inc. 


Financing:  Raised  more  than  $60  million;  funded 
by  Amazon.com  Inc.,  Kleiner  Perkins  Caufield  and 
Byer,  Maveron  LLC  and  Liberty  Media 

Number  of  insured  lives  covered:  85  million 


PlanetRx  Inc. 


URL:  www.planetrx.com 
Location:  South  San  Francisco,  Calif. 

Launch:  March  18,  1999 
Number  of  employees:  1 35-plus 

CEO:  Bill  Razzouk,  former  executive  vice  presi¬ 
dent  of  worldwide  customer  operations  at  Federal 
Express  Corp. 

CTO:  James  Chong,  former  vice  president  of  architecture 
and  planning  at  Charles  Schwab  and  Co. 


Financing:  Raised  more  than  $32  million;  first-round  in¬ 
vestors  were  Benchmark  Capital  and  Sequoia  Capital;  later 
investors  include  Amerindo,  Bowman  Capital,  Capital  Re¬ 
search,  E-Trade,  LMVH  Group,  Hambrecht  &  Quist,  Phoenix 
Partners  and  TTC  Ventures,  a  division  of  the  Thomson  Corp. 


Number  of  insured  lives  covered: 
More  than  80  million 
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Inform/x 


It  can't  see  opportunities  or  ideas  or  options. 

It  can't  help  you  see  your  way  around  problems  and  corners. 

It  can't  even  make  you  look  smart. 

Unless,  of  course,  you  have  the  right  data  engine  to  turn  what  you  have 
into  something  you  can  actually  use. 


Informix  data  engines  let  the  world  s  most  powerful  companies  stay  that  way  by  turning  their 
dumb  data  into  smart  data.  Our  data  engines  can  give  you  a  strategic  advantage  by  providing 
real-world  solutions  tWaT&ffl your  most  profitable  customers  to  instantly 
processing  billions  of  transactions  to  dynamically  delivering  information  anywhere  on  the  Web. 


one  with  the  smartest  data  wins 


To  find  out  how  Informix  data  engines  and  solution  suites  can  make  your  data  smarter, 
visit  www.informix.com.  or  call  1-800-331-1763. 


i. INFORMIX 

Industrial  Strength 
Web  Engines 


TRANSACTIONS  (OLTP) 

Extremely  Fast,  Extensible 
Transaction  Engines 


DATA  WAREHOUSING 

Advanced  Analytic 
Engines 


www.informix.com 


1999  Informix  Corporation.  All  rights  reserved. 


in  made  on  a  Meta  Group  Study  'SAP  R/3  on  Open  Piat'orms  -  Rea!  Cost  ol  Ownership  and  Implementation  Time  Study  -  Small  &  Medium  Sized  Companies"  ©  1998  “0%  Financing  -  Financing  as  low  as  0%  until  tne  Year  2000  Qualilying  customers  pay  no  interest  until  the  Year  2000  when  installing  a 
)e  server  or  upgrade  betore  June  30. 1999  IBM  Global  Financing  otters  financing  to  qualified  commercial  and  state  and  local  government  customers  in  the  United  States  .through  IBM  Credit  Corporation  and  to  qualified  commercial  and  government  customers  in  Canada  through  IBM  Canada  Financing 
to  best-credit  customers.  24  to  months,  lull-payout  term.  Other  rates  are  based  on  customer  credit  rating,  financing  term  and  options:  mMpuby  country.  Published  offers  are  subject  to  change,  extension  or  withdrawal  without:  notice,  and  are  subject  to  customer  credit  approval.  Other  restrictions  may 
Canada  Financing  is  a  division  of  IBM  Canada  Ltd.  AS/400.  AS/400e.  e-business.  IBM  logos  and  The  engines  ol  e-business  are  trademarks  or  f e g i*sfere®ktx ad e m a r k s  ot  IBM  Corporation  in  the  U.S.  and/or  other  countries.  Microsoft.  Windows  and  NT  are  registered  trademarks  of  Microsoft  Corporation  in  the 
other  countries.  UNIX  is  a  registered  trademark  of  the  Open  Group  in  the  U.S.  and/or  other  countries.  ©1999  IBM  Corporation  | 


cAa/  Crt-T  All  this 


The  quickest  way  to  tighten  up  your  distribution  is  with  an  ERP  solution  on  an  AS/400  server.  Average  installation  f 
Plus  there’s  less  disruption  to  your  business.  Act  now  and  take  advantage  of  financing  as  low  as  0%**.  We  can 


e-business 


time  is  30%  faster  than  on  UNIX®  or  Windows  NT®  so  you  can  see  ROI  more  quickly 
custom-configure,  test  and  deliver  your  server  in  as  little  as  7  days.  Visit 
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www.as400.ibm.com/erp4 
IBM  servers.  The  engines  of  e-business™. 
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that  one  of  his  Harvard  Business  School  professors  used  to 
make:  The  factory  was  the  breakthrough  of  the  Industrial 
Age;  companies  that  built  efficient  factories  had  a  competi¬ 
tive  advantage.  Today  software  is  analogous  to  the  factory; 
companies  that  build  efficient  code  will  have  the  competitive 
advantage.  That’s  why  drugstore.com  searched  for  a  CIO  at 
the  same  time  it  searched  for  a  CEO.  Last  August  it  hired  Kal 
Raman,  former  CIO  at  NationsRent,  a  $300  million  heavy- 
equipment  rental  and  retail  company,  as  CIO  and  vice  pres¬ 
ident.  “Having  a  leader  like  Kal  able  to  build  a  world-class 
[IT]  team  quickly  and  guide  them  effectively  is  a  rare  and 
unique  talent,”  Smith  says.  (Hiring  Raman,  formerly  direc¬ 
tor  of  international  systems  at  Wal-Mart  Stores  Inc.’s  inter¬ 
national  division,  later  drew  some  heat  to  drugstore.com: 
The  company  and  Amazon.com  were  the  target  of  a  Wal- 
Mart  lawsuit  last  year,  alleging  that  they  hired  away  Wal- 
Mart  IS  employees  to  steal  trade  secrets.  The  companies  set¬ 
tled  out  of  court  in  April.) 

Raman  had  never  before  built  an  e-commerce  site.  But 
given  his  background  at  global  retailers  like  Wal-Mart  and 
Blockbuster  Entertainment,  where  he  was  senior  director  of 
information  systems,  Raman  says  he  knew  how  to  design  a 
system  for  security,  scalability,  reliability  and  flexibility.  Here’s 
how  he  describes  drugstore. corn’s  architecture:  At  the  front 
end,  there’s  a  Web  farm  (hosted  by  Exodus  Communications), 
which  is  separated  from  the  data  stores  with  a  firewall;  the 
transaction  processes,  running  on  an  operations  server,  are 
separated  from  the  data  stores  by  another  firewall;  on  the 
back  end,  the  orders  get  sent  to  the  distribution  center, 
which  is  separated  by  yet  another  firewall.  “If  the 
whole  world  goes  down  on  the  back  end,  we  can 
do  business  in  the  front  end,”  Raman  says.  “If  the 
whole  world  goes  down  in  the  front  end,  I  can 
ship  product  out  the  back  end.” 

A  flood  of  publicity  heralded  the  site’s 
launch,  given  the  high  profiles  of  drugstore, 
corn’s  executive  team  and  Silicon  Valley  ven¬ 
ture  capital  firm — Kleiner  Perkins  Caufield 
and  Byer,  the  same  firm  behind  Netscape 
Communications  Corp.  and  Amazon.com.  Then, 
on  launch  day,  drugstore.com  announced  that 
Amazon.com  was  going  to  become  a  strategic  part¬ 
ner  and  a  significant  minority  shareholder.  Opening 
day  traffic  levels  were  three  times  higher  than  expected; 
some  users  had  trouble  getting  into  the  site  because  of 
the  authentication  at  the  front  end.  “We  had  to  clearly 
hurry  to  get  that  thing  opened  wide  enough  in  a  secure 
fashion  so  that  we  could  still  be  in  business,” 

Raman  says.  “It  took  us  probably  three 
hours,  and  since  then  we  have  not  had 
an  issue.”  He  says  he  has  also  seen  the 
payoff  from  all  the  development 
time  spent  figuring  out  what  fea¬ 
tures  the  site  might  need  in  the 
future  and  designing  in  the  flex 
ibility  to  offer  those  features. 

For  example,  when  back  or¬ 
ders  for  over-the-counter 
products  climbed  by  one- 
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tenth  of  a  percent  in  five  days,  drugstore.com  strategists 
decided  that  the  Web  site  needed  to  be  able  to  show  cus¬ 
tomers  whether  a  product  was  in  stock.  Raman’s  team  was 
able  to  reveal  that  information  on  the  site  in  just  one  day.  “So 
many  companies,  they  just  struggle  for  months  to  show 
that,”  Raman  says. 


CTO  for  Scalabiiity 
and  Security:  PfanetRX 


PlanetRx  was  the  last  of  the  three  sites  to  launch.  It  built 
its  site  with  an  in-house  team  and  secured  its  pharmacy 
license  in  50  states  before  it  launched.  Given  CEO  Bill 
Razzouk’s  13-year  tenure  at  Federal  Express  Corp.,  it  is  per¬ 
haps  no  surprise  that  PlanetRx  built  its  warehouse  and  ful¬ 
fillment  operations  in  Memphis  and  that  it  runs  them  itself. 
“We  wanted  to  control  the  consumer  experience  from  A  to 
Z,”  says  Stephanie  Schear,  PlanetRx’s  vice  president  of  busi¬ 
ness  development  and  cofounder. 

PlanetRx’s  CTO,  James  Chong,  says  he  was  hired  in 
January  after  the  company  had  already  begun  a  substantial 
amount  of  work  on  its  site.  Chong  was  brought  on  board 
because  the  company  believed  having  someone  with  proven 
experience  at  building  a  scalable,  secure  e-commerce  site 
would  be  key  to  its  success.  Chong,  an  11-year  veteran  of 
Charles  Schwab  and  Co.,  fit  the  bill;  his  most  recent  post  at 

the  brokerage  firm  was  vice  president 
of  architecture  and  planning, 
where  he  was  the  brains  behind 

Very  Fast  Forward: 

PlanetRx  CTO 
James  Chong 


came  from 
Schwab.com, 
where  he 
designed  a 
site  that 
handles 
4  million 
transactions 
an  hour. 
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Ready  for  the 

Best  Value  in 
International 
Broadband 
Connectivity? 
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The  Best  Product  is 


LINKWAY  2000 


LINKWAY  2000  is  the  most  cost-effective,  seamless  satellite  extension  of  your  IP,  ATM, 
Frame  Relay,  ISDN,  or  SS7  terrestrial  network.  Its  adaptive  bandwidth-on-demand  yields  big 
transponder  savings.  Its  Java-based  Network  Control  and  Management  system  with  a  browser 
interface  offers  simplicity  and  operational  savings.  What's  more,  our  systems  experts  facilitate 
integration  with  your  unique  requirements. 


LINKWAY  2000  is  the  most  advanced,  best  performance,  multi-service,  bandwidth-on-demand 
satellite  network  terminal.  Period! 


IP,  ATM,  Frame  Relay,  ISDN  and  SS7 


COMSAT  Laboratories 
engineered  the  first  satellite 
communications  network. 
Now  we  offer  the  next 
generation  of  satellite 
networks,  and  worldwide 
support  from  a  team  of 
global  partners. 


MCOMSAT. 

W LABORATORIES 


-  ISO  9001  Registered  - 

1-990135 


Find  out  more....  Tel:  301  428  4010  •  Fax:  301  428  4700  •  www.comsat.com  •  Labsinto@comsat.com 
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the  architecture  of  Schwab.com,  a  site  designed  to 
handle  more  than  4  million  transactions  an  hour. 

When  Chong  came  on  board,  his  first  task  was  to 
evaluate  the  company’s  portfolio  of  technologies  and 
implementations  and  make  sure  that  they  offered  the 
reliability,  security  and  scalability  that  an  online  drug¬ 
store  would  demand.  He  shied  away  from  using 
Active  Server  Pages,  Microsoft’s  Windows  NT-based 
Web  technology,  because  he  does  not  believe  that  it  is 
scalable.  While  the  site  now  runs  primarily  on  NT, 

Chong  plans  to  migrate  to  Unix,  since  he  believes 
Unix  is  more  scalable  and  robust.  To  generate  dy¬ 
namic  pages,  he  used  Javascript.  He  also  did  a  lot  of 
work  on  the  back-end  warehouse  application 
to  make  sure  that  when  a  customer  places 
an  order  online  it  ripples  through  Planet 
Rx’s  transaction  infrastructure,  all  the 
way  through  printing  invoices  and 
packing  slips.  Like  drugstore.com ’s 
Raman,  Chong  says  the  real  com¬ 
petitive  edge  of  an  e-commerce 
site  is  on  the  back  end.  “You 
can  put  a  feature  or  products 
onto  a  Web  site,”  Chong  says, 

“and  you  can  almost  bet  that 
within  a  week  or  two  some¬ 
body  is  going  to  copy  that.” 

Chong  says  the  site  has 
multiple  layers  of  system  secu¬ 
rity  as  well  as  physical  security. 

Like  Soma.com  and  drugstore.com, 

PlanetRx  outsources  site  hosting.  But  it  is 
building  its  own  data  center  in  Memphis,  and 
Chong  plans  to  bring  hosting  back  in-house.  “It  is 
extremely  difficult  for  anybody  to  provide  24/7  and 
a  scalable  solution  if  the  company  doesn’t  own  its  infra¬ 
structure,”  he  says.  Beyond  that,  Chong  is  closemouthed  on 
details  of  PlanetRx’s  system  architecture,  except  to  say  that  he 
doesn’t  want  to  be  compared  with  his  competitors.  “We’re  very 
different  underneath  from  a  system  point  of  view,”  he  says. 


Who  Needs  a  CIO  Anyway? 

Arguments  for  both  cases 


UST  HOW  IMPORTANT  IS  IT  TO  HAVE  A  CIO  OR  CTO  AT  A  WEB 
startup?  Alyse  Terhune,  a  research  director  at  GartnerGroup  Inc.  in 
Stamford,  Conn.,  believes  a  CIO  or  CTO  is  just  as  important  at  a  Web 
startup  as  it  is  at  a  more  established  company.  "You  need  someone  to  deal 
with  your  technology  strategy,  whether  it's  someone  with  the 
title  CIO  or  CTO,"  Terhune  says.  "You  can  outsource  the  grunt 
work,  but  you  should  never  really  outsource  the 
strategy."  But  Ron  Shevlin,  analyst  at  Forrester  Re¬ 
search  Inc.  in  Cambridge,  Mass.,  thinks  that  a  CIO  at  a 
Web  startup  is  not  a  necessity.  Traditionally,  CIOs  are 
technologists,  Shevlin  says;  they're  good  at  manag¬ 
ing  big  IT  groups  and  at  supporting  internal  busi¬ 
ness  processes  in  companies  where  executives 
don't  have  a  clue  about  the  importance  of  tech¬ 
nology.  Internet  startups,  on  the  other  hand,  under¬ 
stand  that  their  business  is  the  computer.  "They 
don't  need  another  senior  executive  to  manage 
the  group  of  developers,"  says  Shevlin.  "They  don't 
need  another  executive  to  get  in  the  middle  of  that." 
Perhaps  watching  these  drug  startups  execute  over 
the  coming  year  will  help  give  an  answer.  -S.  Kalin 


about  what  will  give  it  a  competitive  edge?  Is  it 
Soma.com  with  its  emphasis  on  the  pharmacy 
part  of  the  equation?  Drugstore.com  with  Raman’s 
retail  expertise?  Or  PlanetRx  with  Chong’s  experience  build¬ 
ing  an  e-commerce  site  that  can  serve  massive  numbers  of  cus¬ 
tomers?  Time  will  tell.  But  as  David  Marshak,  senior  vice  pres- 


The  online  pharmacy  market 

is  like  a  chess  game,  where  the  challenge 
is  to  outthink  opponents. 


PlanetRx,  backed  by  the  high-profile  VC  firms  Benchmark 
Capital  and  Sequoia  Capital,  also  received  a  lot  of  prelaunch 
attention.  And  on  opening  day,  it  received  far  more  traffic  than 
expected,  according  to  Schear.  Some  people  did  have  trouble 
getting  into  the  site,  but  PlanetRx  added  servers  and  was  able 
to  handle  the  traffic.  “We  handled  our  first-day  volume  with 
aplomb,”  Chong  says. 

Now  that  these  startups  are  up  and  running,  albeit  with  a 
few  bumps  along  the  way,  which  of  them  has  the  right  idea 


ident  of  e-business  strategies  and  solutions  at  Patricia  Seybold 
Group  Inc.  in  Boston  notes,  building  a  banner  e-business 
requires  more  than  one  strength.  Amazon.com,  for  example, 
has  a  strong  brand,  a  wide  variety  of  merchandise,  easy-to-use 
ordering  and  responsive  customer  service.  “They’re  all  impor¬ 
tant,”  Marshak  says.  “The  reason  they’re  successful  is  that 
they’re  on  top  of  all  them.”  BEI 

Senior  Writer  Sari  Kalin  can  be  reached  at  skalin@cio.com. 
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SOLUTIONS 


Ardent  Software,  a  global  leader  in  data  management,  and  Prism  Solutions, 
an  industry  pioneer  in  data  warehousing,  are  now  one. 

Together,  we  create  a  clear  leader  in  the  data  warehouse  market,  with  proven 
implementations  with  Fortune  2000  customers  worldwide. 

Now  Ardent  offers  the  industry’s  most  comprehensive  solution  set  to  meet  the 
entire  spectrum  of  data  warehouse  requirements.  From  data  marts  to  enterprise 
data  warehouses  across  mainframe,  UNIX  and  NT  platforms.  And  we  provide 
support  for  leading  ERP  applications  such  as  SAP  R/3  and  PeopleSoft.  All  backed 
by  global  sales,  consulting  services  and  round-the-clock  support. 

Call  Ardent  to  learn  how  we  can  turn  your  data  warehouse  into  a  data  powerhouse. 

www.ardentsoftware.com 
1-800-966-9875 
The  art  of  data  management. 

Ardent  Software,  Inc.  50  Washington  Street,  Westboro,  MA  01581-1021.  Copyright©  1999  Ardent  Software,  Inc. 

All  rights  reserved.  All  product  or  brand  names  mentioned  herein  are  trademarks  of  their  respective  owners. 


THE  TRUTH  IS  OUT  THERE: 

Extensible  markup  language 
delivers  on  its  promise 
to  simplify  searching  and 
integrating  Web-based 
information 

By  Susan  E.  Fisher 

Reader  ROI 


EXTENSIBLE  MARKUP  LANGUAGE 
(XML)  is  touted  as  a  more  versatile 
version  of  hypertext  markup  language. 

In  this  article  learn 

►  Why  XML  offers  improved  functionality 

►  How  early  adopters  use  XML 

►  What  barriers  may  prevent  widescale 
XML  adoption 


ony  Hill  thought  he  could  take  a  slice 
of  the  growing  e-commerce  pie  by  serv¬ 
ing  as  a  middleman  between  small 
retailers  with  little  or  no  e-commerce 
experience  and  big  product  suppliers. 
An  e-commerce  consultant.  Hill  fig¬ 
ured  small  companies  would  have  to 
spend  inordinate  amounts  of  time  and 
money  extracting  product  information 
from  vast  supplier  databases,  creating 
Web  pages  to  showcase  products  and 
setting  up  computer  systems  to  track  prices  and 
availability.  Yet  Hill  had  to  wrestle  with  a  few 
problems:  How  could  he  avoid  the  pain  and 
expense  of  revamping  information  delivery  to 
retailers  every  time  a  supplier  upgraded  to  a  new 
computer  system?  And  was  there  any  way  that 


small  merchants  could  quickly  cull  specific  infor¬ 
mation  from  supplier  databases? 

Hill  believes  that  extensible  markup  language 
(XML)  will  make  his  life  much  easier  than  the  tra¬ 
ditional  mode  of  formatting  W  eb  documents, 
namely  hypertext  markup  language  (HTML). 
XML  is  an  emerging  markup  language  that 
promises  to  release  developers  from  many  of  the 
strictures — such  as  incompatible  browsers  and  the 
messiness  of  integrating  applications — that  can 
inhibit  the  easy  exchange  of  data  on  the  W  eb. 

XML  is  HTML’s  nimble  cousin,  but  where 
developers  use  HTML  to  determine  how  infor¬ 
mation  and  images  look  on  a  Web  page,  they  use 
XML  to  describe  the  content  of  that  page.  In  other 
words,  XML  helps  developers  define  what  the  con- 
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Tag,  You're  It 

XMLs  power  starts  with  its  tags 

The  World  Wide  Web  Consortium  (W3C)  in 

Cambridge,  Mass.,  formally  approved  a  stan¬ 
dard  definition  for  extensible  markup  lan¬ 
guage,  or  XML,  in  February  1998.  For  a  basic  under¬ 
standing  of  XML,  first  consider  how  hypertext 
markup  language  (HTML) — the  current  lingua 
franca  of  the  Web — works.  With  HTML,  a  Web 
designer  marks  text,  images  and  other  content  on  a 
Web  page  with  a  set  of  tags  that  say  nothing  about 
the  meaning  of  the  content;  they  just  suggest  how 
to  display  the  content  through  a  Web  browser. 

Imagine  you  have  a  Web  site  peddling  shoes. 

You  are  holding  a  sale  on  girls'  running  shoes,  pric¬ 
ing  them  at  $49.  You  want  to  highlight  the  price  by 
using  boldface  type.  In  HTML,  the  tag  accomplish¬ 
ing  this  is  <b>$49</b>.  With  HTML  tags,  the  num¬ 
ber  figure  has  no  context.  The  page  listing  the 
price  for  girls'  running  shoes  might  turn  up  if  a 
shopper  searched  for  information  on  the  San 
Francisco  Gold  Rush. 

With  XML,  a  developer  can  signify  that  $49 
is  a  price  by  labeling  it  with  tags  like 
<price>$49</price>.  Now  a  search  engine  look¬ 
ing  for  a  price  can  find  it  more  readily.  For  more 
precise  searching,  a  developer  can  even  sandwich 
the  number  between  two  <girls'  running  shoe 
price>  tags. 

Unfortunately,  precise  tags  raise  one  of  XML's 
potential  problems.  Should  a  developer  call  an 
item  a  running  shoe?  How  about  a  sneaker  or  a 
tennis  shoe?  The  computer  systems  of  business 
partners  need  to  use  the  same  tags  in  order  to 
swap  information  with  ease.  Certain  industries 
have  already  created  their  own  dialect  of  XML  that 
contains  industry-specific  identifying  tags.  The 
chemical  industry,  for  example,  has  developed 
chemical  markup  language,  or  CML. 

Since  XML  allows  for  many  possibilities,  more 
standards  related  to  its  use  need  to  be  introduced 
or  the  Web  will  turn  into  a  Tower  of  Babel.  Luckily, 
consortiums  such  as  W3C  and  CommerceNet  in 
Palo  Alto,  Calif.,  are  working  on  them.  -S.  Fisher 
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tent  of  a  page  means,  not  just  how  a 
browser  displays  it.  Think  of  XML  in 
terms  of  adding  a  universal  vocabulary 
and  structure  to  the  vast  array  of  docu¬ 
ments  on  the  Web,  and  its  potential 
becomes  clear.  As  Hill  envisions  it,  XML 
will  enable  the  owner  of  a  small  moun¬ 
tainside  ski  shop  to  easily  access  a  dis¬ 
tributor’s  database  with  a  browser  and 
pull  out  information  about  the  latest 
downhill  racing  poles.  The  browser  (pro¬ 
vided  it  supports  XML)  displays  only  the 
relevant  information  because  XML  can 
make  a  distinction  between  downhill 
poles,  say,  and  cross-country  poles. 

The  underlying  concept  of  XML  is 
extremely  simple.  XML-based  docu¬ 
ments  and  systems  contain  content 
labeled  with  an  ID  tag  characterizing  the 
meaning  of  that  content.  HTML,  on  the 
other  hand,  tags  content  with  codes  that 
recommend  only  how  the  content  should 
be  viewed  (see  “Tag,  You’re  It,”  Page 
41).  To  compensate  for  HTML’s  defi¬ 
ciencies,  Web  developers  have  cooked  up 
their  own  labeling  schemes.  But  those 
home-grown  approaches  often  don’t 
work  beyond  a  Web  site’s  own  pages. 

Kevin  Werbach,  managing  editor  of 
newsletter  Release  1.0  in  New  York  City 
envisions  two  classes  of  XML  use.  “On 
the  client-side,  XML  is  essentially  HTML 
on  steroids,”  he  says,  referring  to  the  abil¬ 
ity  to  accurately  search  content  in  XML- 
based  documents.  It’s  on  the  server-side 
where  the  language  really  flexes  its  mus¬ 
cle.  “What  XML  can  do  is  serve  as  a 
bridge  among  many  different  kinds  of 
data  repositories,  making  it  easier  to 
share  information  among  different 
applications  and  Web  sites,”  he  says.  As 
long  as  developers  use  the  same  XML 
tags  to  define  data,  information  can  be 
swapped  between  a  document  on  the 
Web  and  a  database  on  a  mainframe.  For  example,  in  an 
accounts-receivable  system,  companies  all  have  to  use  the  tag 
customer  instead  of  client,  consumer,  patron  or  end  user  to 
describe  those  who  buy  products  or  services.  Once  standard 
definitions  are  agreed  upon,  XML  can  transform  the  Web  into 
a  way  to  integrate  documents  rather  than  simply  access  them. 

Hoping  to  take  advantage  of  XML’s  strengths,  Hill  hooked 
up  with  database  expert  Dr.  Kee  Ong  in  fall  1998  to  launch 
Infoprise  Inc.  (now  known  as  iVendor  Inc.),  a  Redwood  City, 
Calif.-based  firm  designed  to  help  small  retailers  quickly  set 
up  shops  online.  iVendor’s  strategy  is  relatively  simple:  Gather 
vast  quantities  of  product  information  from  wholesale  sup¬ 
pliers  and  make  it  readily  accessible  to  e-commerce  retailers. 
But  the  startup  couldn’t  get  off  the  ground  without  a  way  to 
quickly  organize  and  manipulate  content — from  different  com¬ 


panies  and  systems — on  the  Web.  Enter  XML. 

XML  holds  the  promise  of  allowing 
iVendor  to  do  three  key  things  with  data  more 
easily  than  before:  sort  it,  share  it  and  update 
it.  “We  realized  we  could  really  make  this 
[business]  happen,”  Hill  recalls.  “XML  offers 
the  flexibility  to  allow  merchants  to  get  access 
to  the  supplier’s  database  very  quickly,  very 
easily,  on  a  real-time  basis.” 

iVendor  is  currently  testing  its  concept  with 
a  few  pilot  merchants  and  suppliers  via  a  pass¬ 
word-protected  Web  site.  Yet  as  an  early  fan 
of  XML,  Hill  is  ushering  in  what  many  pro¬ 
ponents  say  will  be  the  greatest  thing  to  hit 
e-commerce  transactions  since  online  credit 
card  processing.  With  XML,  a  book  distribu¬ 
tor  can  create  a  database  that  breaks  down 
product  information  into  categories.  Things 
like  price,  ISBN  number  or  author  are  identi¬ 
fied  or  tagged  as  separate  data  elements  with¬ 
in  the  database,  allowing  the  distributor  to 
offer  retailers  customized  views  of  informa¬ 
tion.  A  developer  of  a  Web  site  about  dogs  can 
link  into  the  book  distributor’s  database  and 
quickly  extract  and  post  a  list  of  dog  books 
instead  of  painstakingly  sifting  through  the 
entire  inventory. 

Unlike  HTML,  which  has  a  finite  number 
of  tags,  XML  allows  developers  to  add  new 
levels  of  granularity  to  existing  information 
(hence  the  “extensible”  part  of  its  name).  The 
book  distributor  can  add  a  data  element  iden¬ 
tifying  wholesale  prices  and  make  that  infor¬ 
mation  available  to  retailers  but  not  to  shop¬ 
pers.  In  effect,  the  book  supplier  can  create 
one  repository  of  information  and  present  dif¬ 
ferent  views  of  data  to  different  customers. 

XML  has  a  way  to  go  before  achieving  its 
potential  as  a  universal  tool,  but  its  use  is  grow¬ 
ing.  In  the  third  quarter  of  1998,  more  than 
16  percent  of  corporate  users  surveyed  by 
Zona  Research  Inc.  of  Redwood  City,  Calif., 
had  XML  in  their  Web  pages  or  applications, 
up  from  only  1  percent  in  the  second  quarter. 
Vendors  also  have  to  get  behind  XML  by  offering  software 
that  supports  it.  One  vendor  making  a  high-profile  commit¬ 
ment  to  XML  is  Ariba  Technologies  Inc.  of  Sunnyvale,  Calif. 
The  software  company  recently  announced  its  support  for  an 
XML-based  e-commerce  initiative  aimed  specifically  at 
exchanging  catalog  content  and  conducting  transactions  on 
the  Web.  Other  companies  involved  include  vendors  Vignette 
Corp.  and  Poet  Software  as  well  as  online  retailers  Staples  and 
Barnesandnoble.com. 

New  Opportunities 

Boston-based  investment  bank  Adams,  Harkness  &C  Hill  Inc. 
(AH&H)  was  attracted  to  XML  in  large  part  for  the  ability  to 
port  information  to  a  variety  of  display  devices,  such  as  hand¬ 
held  computers  and  laptops.  Many  of  AH&H’s  125  institu- 
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One  advantage  to  not 

having  old  technology. 
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IT  investments,  visit  qwest.com  and  find  out  how  to  take  advantage  of  our  network. 
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tional  clients  rely  on  a  variety  of  ways  to  get  reports  including 
fax  and  mailed  hard  copies.  Increasingly,  AH&H  expects  that 
customers  will  demand  fresh  research  as  well  as  access  to  older 
reports.  “We  wanted  to  be  able  to  go  down  a  path  that  was 
highly  customizable,”  says  Steven  Frankel,  AH&H’s  manag¬ 
ing  director.  Yet  Frankel  didn’t  want  to  overload  the  three- 
person  IS  staff  with  additional  tasks.  So  AH&H  looked  for  a 
way  to  get  information  from  a  Lotus  Notes  system  used  to  dis¬ 
tribute  research  internally  onto  a  Web-based  extranet  for 
clients. 

AH&H  chose  an  XML-based  Web  content  management 
and  publishing  system  from  Inso  Corp.  of  Boston  that  allows 
clients  to  request  documents  via  a  password-protected  Web 

site.  (The  system  converts 
XML  documents  into 
HTML  appropriate  for  dif¬ 
ferent  browsers  and 
devices.)  The  project,  which 
was  completed  in  six 
months  at  a  cost  of  about 
$50,000,  gives  the  invest¬ 
ment  firm  a  way  to  make  a 
painless  transition  to  instant 
Web  publishing,  according 
to  Frankel. 

Chet  Ensign,  director  of 


electronic  and  editorial  information  technology  at  legal  pub¬ 
lisher  Matthew  Bender  and  Co.  Inc.  in  New  York  City,  is  help¬ 
ing  the  company  build  a  cross-reference  system  with  XML. 
The  system  will  allow  customers  to  click  on  a  highlighted  cita¬ 
tion  in  an  electronic  document  to  view  such  informational 
goodies  as  legal  opinions,  similar  cases  and  case  histories 
regardless  of  their  source.  In  this  capacity,  XML  can  help 
Bender  strengthen  its  relationship  with  new  corporate  siblings 
Lexis-Nexis  and  Shepard’s  Co. 

Already,  XML  has  come  in  handy  relieving  an  editorial 
headache.  Each  week,  freelancers  write  summaries  of 
bankruptcy  case  decisions,  highlighting  three  or  four  key  legal 
points  and  sending  them  to  Bender  editors.  The  editors  com¬ 
pile  the  summaries  in  an  Adobe  Acrobat  file  for  posting  on 
Bender’s  Web  site  and  for  e-mailing  to  their  customers.  On 
Fridays  the  editors  used  to  have  a  problem.  In  addition  to  the 
weekly  bulletins,  they  wanted  to  issue  a  monthly  Web  and 
print  report  for  customers,  recompiling  the  data  by  legal 
points.  Creating  a  prototype  that  involved  cutting  and  past¬ 
ing  reports  together  consumed  60  hours  of  labor.  “The  time 
was  just  for  the  mechanics  of  producing  the  final  publication, 
not  for  enhancing  editorial  content,”  says  Ensign. 

With  an  XML  template  that  includes  tags  for  such  elements 
as  judge  and  jurisdiction,  Bender  automated  the  process.  Writers 
use  the  template  to  enter  their  summaries  into  text  files  and 
e-mail  them  to  editors  who  store  them  in  a  folder.  On  Friday 
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morning,  editors  run  a  script 
program  that  automatically 
organizes  the  summaries  into  a 
single  document  based  on  the 
XML  tags. 

Building  the  automation  sys¬ 
tem  took  about  a  month  and 
cost  less  than  $15,000,  Ensign 
says.  With  it,  Bender  launched 
weekly  Web-based  bulletins  and 
monthly  print  reports  using  pre¬ 
viously  unwieldy  information. 

Ultimately,  Bender  will  take 
advantage  of  the  real  power  of 
XML  by  allowing  the  creation  of  new  products  such  as 
reports  that  mix  and  match  summary  criteria  from  existing 
information. 

Kinks  and  Standards 

Although  Microsoft  and  Netscape  offer  browsers  that  sup¬ 
port  XML,  there  will  be  an  installed  base  of  older  browsers 
that  can’t  take  advantage  of  XML’s  power,  says  Release  1.0' s 
Werbach.  While  there  are  tools  that  essentially  translate  XML 
into  HTML  for  browser  viewing — iVendor  tapped  RivCom 
Inc.,  a  publishing  services  company  based  in  New  York  City 
and  Swindon,  United  Kingdom,  to  provide  such  a  tool — 


Werbach  believes  client-based 
applications  will  lag  server- 
based  applications  for  the  next 
year  or  so. 

In  a  similar  vein,  implement¬ 
ing  XML  is  difficult  when  deal¬ 
ing  with  legacy  systems.  iVendor 
assigned  three  engineers  the  task 
of  translating  data  from  one  sup¬ 
plier’s  database  into  XML, 
moving  the  data  into  iVendor’s 
database  and  creating  a  Web 
front  end. 

Then  of  course  there  are 
issues  concerning  standards.  For  XML  to  work,  organizations 
need  to  establish  common  ground  rules  governing  precisely 
how  to  tag  content  and  present  the  data  in  Web  browsers.  Any 
barriers  now  may  slow  widescale  adoption  of  XML  in  the 
short  term  but  won’t  stop  it  in  the  long  term.  “Time  to  mar¬ 
ket  in  the  Internet  space  is  a  killer,”  says  iVendor’s  Hill.  “We 
just  couldn’t  compete  if  we  had  to  go  out  and  individually 
install  or  download  software  for  each  merchant  we  work  with 
or  integrate  our  system  with  every  supplier.”  BE! 

Susan  E.  Fisher  is  a  freelance  writer  in  Chicago  who  can 
be  reached  at  susan@pcmom.cnchost.com. 
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The  Web  puts  a  new  spin  on  one  of  the 
oldest  ways  to  buy  and  sell  in  the  marketplace 

By  Louise  Fickel 


When  WEIRTON  STEEL  CORE,  a  $1.5  billion  steel  com¬ 
pany  based  in  West  Virginia,  wanted  to  attract  more 
customers,  it  tried  something  a  little  different.  The  steel 
giant  turned  to  an  online  auction  site  on  the  Internet 
( www.metalsite.net )  to  sell  excess  inventory  and 
promptly  doubled  its  customer  base.  In  fact,  customers  were  willing  to 


pay  more  via  an  online  auction.  “By 
moving  product  to  more  customers, 
we’ve  increased  revenues  by  10  per¬ 
cent  on  the  same  amount  of  volume,” 
says  Weirton  Steel  Vice  President  Earl 
Davis.  Anticipated  sales  from  this 
year’s  online  auctions:  more  than  $40 
million.  W  Clearly,  Weirton  Steel 
offers  a  compelling  success  story 


Reader  ROI 


LOOKING  FOR  INNOVATIVE  WAYS 
to  buy  or  sell  product?  Online  auc¬ 
tions  may  be  just  the  ticket.  Read 
on  to  learn 

►  How  online  auctions  work 

►  When  to  consider  using  an  auction 

►  Which  type  works  best  for  which 
companies 
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Weirton  Steel's  Earl  Davis 
has  doubled  the  company's 
customer  base  by  using 
online  auctions  to  sell 
excess  inventory. 
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that  attests  to  the  value  of  online  auctions.  Even  more  exciting,  how¬ 
ever,  is  the  fact  that  this  story  is  being  played  out  daily — by  thousands 
of  companies  and  in  a  variety  of  industries — across  the  Internet.  ‘V  By 
now,  the  phenomenal  success  of  eBay  Inc.  and  all  the  excitement  that  it 
has  generated  around  online  auctions  for  consumers  is  well  publicized. 
In  March  another  heavy  hitter — Amazon.com — joined  the  fray  to  cre¬ 
ate  a  space  where  individuals  can  buy  and  sell  everything  from  rare  books 
and  signed  first  editions  to  antiques  and  sports  memorabilia.  What 
may  be  less  well  known  is  the  emergence  of  online  auctions  as  a  prof¬ 
itable  way  of  doing  business  with  other  businesses.  Indeed,  the  Web 
offers  a  solution  to  the  limitations  of  traditional  auctions:  It  can  attract 
a  larger  audience  of  bidders,  removes  geographical  boundaries  and  can 
continue  for  an  extended  period  of  time.  According  to  Forrester  Research 
Inc.,  sales  from  business-to-business  online  auctions  last  year  generated 
$8.7  billion.  The  Cambridge,  Mass. -based  market  research  company 
predicts  explosive  growth  within  the  next  three  years,  estimating  that 
sales  will  top  $52  billion  by  2002.  If  Forrester’s  predictions  are  accurate, 
business-to-business  online  auctions  may  well  change  the  way  that  busi¬ 
nesses  operate  in  the  future,  ‘t?  Buyers  in  the  market  for  excess  or  obso¬ 
lete  inventory  at  a  reduced  price  should  consider  the  benefits  of  an  online 
versus  a  traditional  auction.  For  one  thing,  online  auctions  allow  par¬ 
ticipation  in  multiple  auctions  simultaneously  at  any  time  from  the  desk¬ 
top  while  eliminating  travel  expenses.  And  companies  can  avoid  buy¬ 
ing  from  liquidator  brokers  that  offer  only  a  slight  discount  or  retailers 
that  are  selling  refurbished  goods  at  non-negotiable  prices,  iff  On  the 
other  hand,  if  a  company  consistently  runs  into  problems  with  moving 
excess  and  obsolete  inventory  quickly  enough,  an  online  auction  can 
immediately  extend  a  company’s  reach  by  tens  of  thousands  of  cus¬ 
tomers — and  clear  out  a  warehouse  in  a  flash.  Before  sellers  try  their 
hands  at  the  electronic  gavel,  however,  several  important  things  are  key. 


What  Does  an  Online 
Auction  Look  Like? 

IN  MOST  BUSINESS-TO-BUSINESS 
online  auctions,  buyers  log  on  to  a  Web 
site,  enter  their  bid  and  then  find  out — 
either  immediately  by  watching  the 
screen  or  later  via  an  e-mail  message  sent 
by  the  auction  site — how  the  bid  com¬ 
pared  with  those  submitted  by  other  bid¬ 
ders.  As  with  any  in-person  auction,  bid¬ 
ding  can  continue  until  the  final  seconds 
before  the  gavel  falls. 

Once  the  winning  bid  has  been  made, 
the  auction  site  typically  helps  the  buyer 
and  seller  make  arrangements  for  pay¬ 
ment  and  delivery.  Some  auction  sites 
introduce  the  winning  bidder  and  seller 
at  the  end  of  the  auction  so  that  they  can 
work  out  payment  and  delivery  between 
themselves.  In  that  case,  the  auction  site 
gathers  its  fees  from  one  or  both  partic¬ 
ipants  and  then  quietly  exits.  Other 
sites,  however,  operate  as  a  middleman 
where  they  first  purchase  the  excess 
inventory  themselves  and  then  handle 
the  financial  transaction  and  delivery. 
Still  others  offer  strict  confidentiality  to 
both  buyers  and  sellers  so  that  every¬ 
thing — bidding,  sale,  payment  and 
delivery — is  done  anonymously. 

The  length  of  an  auction  can  vary 
greatly;  one  might  last  only  four  hours 
while  another  continues  for  four  days. 
The  frequency  can  also  differ,  with  some 


3  Ways  to  “SOLD” 


Independent  Auctions:  A  Closer  Look 


1  What's  it  like  to  use  an  inde¬ 
pendent  auction  site?  For 
Cecilia  Babkirk,  owner  of  the 
0  San  Jose,  Calif.-based  Babkirk 
and  Associates  brokerage  firm,  it's  quick 
and  easy.  In  fact,  Babkirk  now  offers  and 
trades  the  majority  of  her  residential 
loans — about  $25  million  worth — 
through  IMX  Mortgage  Exchange's 
( www.imx-exchange.com )  independent 
online  auction  site. 

Babkirk  realized  last  year  that  she 
would  increase  her  profit  margin  by 
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focusing  more  on  selling  loans  and  less 
on  paperwork.  "I  was  receiving  up  to  150 
rate  sheets  daily  from  lenders,"  says 
Babkirk.  "And  I  had  to  renew  my  financial 
information  with  at  least  60  lenders 
every  year.  I  finally  said,  'Enough  of 
that.'"  After  comparing  rates  from  her 
then-current  lenders  for  six  months  with 
those  available  through  IMX,  she  made 
the  switch. 

Three  times  a  day,  Babkirk  reviews 
bids  and  expiration  times  posted  by 
lenders  such  as  First  Nationwide 
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Mortgage  Corp.  on  the  IMX  site.  (Lenders 
query  IMX's  database  for  loans  that  meet 
their  criteria.)  "If  I  see  one  that  I  like,  I 
get  details  and  then  press  'Accept'  to 
lock  in  on  a  rate."  Since  using  the  site, 
Babkirk's  income  has  jumped  25  percent. 
"This  approach  means  that  a  small 
broker  can  do  more  business  with 
fewer  hassles  and  offer  better  pricing 
to  customers." 

Examples:  www.imx-exchange.com, 
www.onsale.com, www.auctiongate.com, 
www.nlainc.com 

http://webbusiness.cio.com 
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offered  every  Wednesday  at  10  a.m.  and 
others  offered  only  when  there  are 
enough  products  available  to  auction. 

Fees  also  vary.  MetalSite,  for  exam¬ 
ple,  charges  a  transaction  fee  based  on 
the  steel’s  selling  price  and  volume.  As 
volume  increases,  the  seller  pays  a  lower 
percentage.  At  other  sites,  the  buyer  pays 
a  fee  that  equals  a  percentage  of  the 
transaction.  Fees  can  run  as  high  as  2.5 
percent  of  the  winning  bid. 

Are  There  Different 
Types  of  Auction  Sites? 

WHEN  ADDING  ONLINE  AUCTIONS  TO 
a  company’s  e-commerce  strategy — 
either  as  a  buyer  or  a  seller — it  is  essen¬ 
tial  to  consider  the  various  types  of  auc¬ 
tions  and  how  they  operate.  Forrester 
groups  business-to-business  online  auc¬ 
tions  into  three  categories: 
INDEPENDENT  AUCTIONS,  where  compa¬ 
nies  rely  on  a  third-party  auctioneer  to 
create  the  site  and  sell  the  goods.  Think 
of  an  independent  auction  as  a  kind  of 
electronic  Sotheby’s,  where  items  from 
different  people  are  sold  by  an  auction 
house.  The  auction  house — or,  in  this 
case,  the  online  site — receives  a  com¬ 
mission  or  fee  for  each  item  that’s  sold. 
COMMODITY  AUCTIONS,  where  buyers 
and  sellers  come  together  at  a  third-party 
Web  site.  The  difference  lies  in  what 
they’re  selling  and  the  fact  that  it’s  done 
at  the  last  minute  for  last-minute  bidding 
on  quickly  moving  commodities  such  as 
energy  and  utilities.  A  commodity  auc¬ 
tion  resembles  the  Chicago  Board  of 
Trade,  where  commodities  such  as  pork 
bellies  are  frantically  bought  and  sold  by 
traders  as  prices  dip  and  soar  from  one 
minute  to  the  next. 


PRIVATE  AUCTIONS,  where  companies  typ¬ 
ically  offer  their  own  excess  inventory 
from  their  own  auction  sites  directly  to 
customers.  A  private  auction  is  some¬ 
thing  like  a  private  yard  sale,  overflow¬ 
ing  with  items  that  your  neighbor  no 
longer  wants.  While  your  neighbor 
hopes  to  recover  at  least  part  of  his  orig¬ 
inal  investment,  you  hope  to  spot  a  bar¬ 
gain.  The  important  difference  is,  how¬ 
ever,  that  you  don’t  just  happen  upon  a 
private  auction,  you  must  be  invited  to 
be  able  to  participate. 

In  addition,  sites  such  as  Opensite 
Technologies  Inc.’s  BidStream.com 
( www.bidstream.com )  can  serve  as  a 
starting  point  for  online  auction  partic¬ 
ipants  to  search  for  branded,  reputable 
Web  auction  sites.  Data  is  pulled  from 
hundreds  of  auction  sites,  and  buyers 
can  search  multiple  auctions  through 
one  site. 

Going  Once, 

Going  Twice... 

OFTEN,  WHEN  PEOPLE  THINK  OF 
auctions,  they  immediately  envision  the 
common  English  auction,  where  bidding 
begins  at  a  relatively  low  price  and  the 
price  gets  pushed  up  as  bidders  compete 
more  intensely.  The  Yankee  auction  is  a 
multi-item  version  of  the  English  auc¬ 
tion,  where  winners  are  determined  by 
ranking  bids  according  to  highest  price, 
then  by  largest  quantity,  then  by  earliest 
time.  Bidders  can  specify  whether  they’ll 
accept  a  partial  quantity  or  not.  In  a 
Dutch  auction,  the  auctioneer  begins 
with  a  high  starting  price  at  which  level 
no  one  is  expected  to  bid  and  then  low¬ 
ers  the  bid  gradually  until  someone  buys 
(See  “Bidwords,”  above.) 


Bidwords 

BID-UP  PRINCIPLE 
The  price  keeps  ascending,  as  in  the 
English  auction. 

BID-DOWN  PRINCIPLE 

The  price  keeps  descending,  as  in  the 
Dutch  auction. 

FIRST-PRICE  AUCTION 
A  sealed-bid  auction  in  which  the  item  is 
awarded  to  the  highest  bidder. 

SECOND-PRICE  AUCTION 
A  sealed-bid  auction  in  which  the  item 
is  awarded  to  the  second-highest  bidder 
to  alleviate  bidders'  fears 
of  significantly  exceeding  the 
true  market  value. 

SILENT  AUCTION 

A  sealed-bid  auction  where  bidders  don't 
know  who  is  placing  bids  but  know  the 
highest  bid  submitted. 

SOURCE:  OPENSITE  TECHNOLOGIES  INC. 


A  Buyer's  Perspective 

PUTTING  ASIDE  THE  TECHNICAL 
details  for  a  moment,  what  are  the  busi¬ 
ness  benefits  of  online  auctions?  For  buy¬ 
ers,  the  most  important  advantage  is 
lower  pricing.  Consider  Bascom  Global 
Internet  Services,  a  young  startup  soft¬ 
ware  developer  that  opened  its  doors  in 
December  1995.  “We  realized  that  we 


Commodity  Auctions  in  Action 


How  do  you  buy  or  sell  on  a 
commodity  auction  site?  At 
Band-X  Ltd.  ( www.band-x . 

0  com),  companies  connect 
anonymously  to  buy  and  sell  excess  tele¬ 
com  capacity.  Sellers  first  make  minutes 
available  at  the  company's  London-based 
telecom  switching  hub.  The  rates  are  then 
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immediately  published  on  the  site.  When  a 
rate  looks  good,  the  buyer  contacts  Band- 
X,  pays  a  deposit  and  buys  the  minutes. 

The  Band-X  site  offers  a  constant,  real¬ 
time  display  of  bids  and  offers.  When  a 
seller  lowers  its  price,  Band-X  automati¬ 
cally  routes  bids  to  that  seller.  It's  this 
high  degree  of  responsiveness  that  makes 


online  auctions  ideal  for  commodities 
markets,  according  to  Band-X  founder 
Richard  Elliott.  "Price  changes  are  effected 
immediately,  and  buyers  take  advantage 
of  price  reductions  immediately,"  says 
Elliott. 

Examples:  www.band-x.com,  www. 
metalsite.net,  www.fastparts.com 

http://webbusiness.cio.com 
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There’s  a  reason  why  Data  General  survives 
in  a  land  of  computing  giants.  We  do 
things  no  one  else  will  do  for  you  when 
it  comes  to  enterprise  NT.  Like  deliver 
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don’t  always  need  cutting-edge  technol¬ 
ogy  and  that  we  could  get  good  com¬ 
puter  equipment  at  a  really  good  price 
at  online  auctions,”  says  Bob  DeRosa, 
Bascom’s  chief  technology  officer  at  the 
Hauppauge,  N.Y.-based  company.  Since 
its  initial  purchase  of  two  laser  printers 
at  Onsale  Inc.  ( www.onsale.com ),  an 
independent  auction  site  that  offers 
excess  inventory  from  companies  such 
as  Hewlett-Packard  Co.,  the  company 
has  purchased  tens  of  thousands  of  dol¬ 
lars  worth  of  equipment  at  the  site. 

Other  buyers  agree  that  lower  pricing 
is  the  major  payoff.  “One  purchase  saved 
us  14  percent,”  says  Steve  Felderman, 
purchasing  agent  at  Northeast  Memory 
Co.  in  Huntington  Valley,  Pa.  “That’s  sig¬ 
nificant  in  an  industry  where  you  typically 
have  a  single-digit  profit  margin.” 
Felderman’s  company  last  year  purchased 
nearly  $450,000  worth  of  memory  mod¬ 
ules  through  FastParts  ( www.fastparts . 
com),  a  commodity  site  that  auctions 
electronic  components. 

At  Parisi  Inc.  in  Philadelphia,  director 
of  construction  Gary  Neff  uses  the  inde¬ 
pendent  AuctionGate  Interactive  (www. 
auctiongate.com)  site  to  buy  electronic 
components  for  upgrading  employees’ 
PCs.  Over  the  past  six  months  he  has  pur¬ 
chased  nearly  $4,000  worth  of  excess 
motherboards  and  chips  and  saved  his 
company  about  15  percent  by  doing  so. 

Availability  is  another  key  benefit. 
“Our  customers  often  call  and  say  they 
need  material  fast,”  says  Arnie  Kol- 
denhoven,  president  of  Arrowhead  Steel 
in  Burr  Ridge,  Ill.  “MetalSite  gives  us 
immediate  access  to  current  inventory 
instead  of  having  to  contact  a  mill  and 


then  wait  for  a  new  list  to  be  faxed.” 
Online  auctions  also  give  businesses 
a  lot  more  choices,”  says  Bascom’s 
DeRosa.  “You  see  things  you  didn’t  even 
think  of,”  says  Parisi’s  Neff. 

Of  course,  every  business  opportunity 
has  potential  risks.  Buyers  can’t  be  sure 
that  they’re  purchasing  products  from  a 
reputable  company.  Auctions  can  get 
bogged  down  with  bogus  bids. 
Communicating  with  the  seller  long  dis¬ 
tance  makes  it  difficult  to  form  a  rela¬ 
tionship.  And  fees  charged  by  auction 
sites  can  add  up.  “The  transaction  fees 
are  a  bit  stiff,  so  I  don’t  do  all  of  my  busi¬ 
ness  through  them,”  says  Northeast 
Memory’s  Felderman  of  his  dealings 
with  FastParts.  Meanwhile,  buyers 
sometimes  discover  that  an  auction  isn’t 
offering  a  certain  product  on  the  day 
that  they  had  hoped  to  buy  it  or  at  a 
price  that  they  would  be  willing  to  pay. 

Receiving  notification  of  a  bid’s  sta¬ 
tus  quickly  enough  can  also  be  an  issue. 
“We  need  to  know  as  soon  as  possible 
[from  MetalSite]  if  we  own  the  item,” 
says  Arrowhead’s  Koldenhoven.  “In  the 
past,  we’d  call  the  mills,  order  on  the 
spot  and  know  immediately  whether  we 
had  the  material.  If  we  don’t  get  it  at  auc¬ 
tion,  we  will  still  need  to  find  the  steel 
somewhere  else.  So  the  question  is 
whether  we  can  live  with  the  response 
time  once  the  bid  has  been  placed.” 

A  Seller's  Perspective 

FOR  SELLERS,  THE  ADVANTAGES  ARE 
impressive.  Losses  on  obsolete  inventory 
can  be  minimized  by  opening  ware¬ 
houses  to  customers  instead  of  to  bro¬ 


kers.  Garmin  International  Inc.  in 
Olathe,  Kan.,  which  manufactures  and 
distributes  geographic  positioning  sys¬ 
tems,  sells  excess  inventory  on  the 
FastParts  auction  site.  “I’m  getting 
10  percent  more  for  my  electronic  com¬ 
ponents  than  I  would  get  anywhere 
else,”  says  Jerry  Hardy,  director  of  spe¬ 
cial  projects  at  Garmin.  “With  brokers, 
I  typically  get  between  1  percent  and  2 
percent,”  he  adds. 

Meanwhile,  a  company  can  also 
extend  its  reach  to  potential  customers. 
“Auctions  make  it  easier  for  companies 
to  sell  excess  inventory,  increase  their 
interactions  with  trading  partners  and 
broaden  the  customer  base,”  says  Albert 
Pang,  a  Mountain  View,  Calif.-based 
research  manager  of  e-commerce  at 
International  Data  Corp.,  a  CIO  Com¬ 
munications  Inc.  sister  company. 

At  the  same  time,  inefficiencies  asso¬ 
ciated  with  using  a  middleman  in  a  tra¬ 
ditional  business  transaction  are  elimi¬ 
nated,  with  buyers  and  sellers  connected 
more  directly.  Auctions  provide  a  valu¬ 
able  venue  for  determining  pricing  for 
new  products.  There  is  built-in  protec¬ 
tion  for  sellers.  “We  don’t  ship  until  the 
buyer  has  deposited  money,  so  I’m  pro¬ 
tected,”  says  Garmin’s  Hardy.  And  pri¬ 
vate  auctions  can  reward  loyal  cus¬ 
tomers  with  special  pricing  by  allowing 
them  to  buy  excess  and  obsolete  inven¬ 
tory  that  the  general  business  populace 
doesn’t  have  access  to. 

Selling  products  via  an  online  auction 
also  has  potential  drawbacks,  of  course. 
For  one  thing,  delivering  the  products 
quickly  and  efficiently  can  be  a  problem. 
Meeting  demand  can  be  tricky.  And 


Private  Auctions:  By  Invitation  Only 


3  Some  companies  decide  to 

bypass  the  online  middleman 
(independent  and  commodity 
0  auctions)  and  auction  their 
products  themselves.  (Forrester  Research 
Inc.  predicts  that  the  volume  of  sales 
from  private  auctions  will  grow  from 
$1.7  billion  in  1998  to  $14.9  billion  by 
2002.)  Ingram  Micro,  one  of  the  world's 
largest  distributors  of  computer  equip- 
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ment,  launched  Auction  Block  (www. 
auctionblock.com )  in  1997  to  auction  its 
obsolete  inventory  to  nearly  20,000  cus¬ 
tomers  who  have  a  history  of  purchasing 
equipment  over  its  online  site.  The  Santa 
Ana,  Calif.-based  company  auctions  about 
40  items  each  week.  Buyers  can  bid 
from  Monday  morning  until  Wednesday 
at  noon. 

Sales  last  year  on  Auction  Block 
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totaled  more  than  "seven  figures," 
according  to  Ken  Jenkins,  Ingram's  man¬ 
ager  of  special  inventory  operations.  And 
the  company  expects  this  year  to  be  even 
better.  While  the  dollar  volume  pleases 
Ingram  Micro,  the  company  also  has  its 
eye  on  other  benefits.  "Auction  Block  is 
more  a  matter  of  lessening  our  loss  [on 
excess  inventory]  than  making  money," 
says  Jenkins. 

http://webbusiness.cio.com 


Before  they  can  fashion  a 

site  like  this,  have  them  try 
on  a  few  courses  like  these. 


In  the  business  world,  your  company’s  viability  comes 
down  to  your  people.  Especially  in  the  Internet  economy 
Are  they  able  to  deliver  Internet-based  business  solutions? 
Do  they  have  Internet  skills?  Do  you? 


HyCurve  has  the  solution  for  Internet  skills  development. 
HyCurve  is  where  your  people  get  trained  and  certified 
to  effectively  deploy  Internet-based  business  solutions. 
Solutions  like  the  award-winning  Dockers®Khakis  site. 


HyCurve  develops  e-thinking  professionals  and  sharpens 
their  design,  development  and  deployment  skills  with 
industry-leading  training  and  certification  programs. They 
learn  the  approach,  process  and  most  applicable  skills 
so,  when  they’re  asked  to  fashion  an  internet  business 
solution,  they  can.  And  deliver  results,  every  time. 


Just  as  important,  through  our  own  site,  hycurve.com, 
people  keep  current  with  on-going  development 
and  insightful  information.  We’ll  always  keep  your 
people  moving  with  only  the  most  relevant  and 
advanced  technologies. 


HyCurve.  A  style  of  training  and  certification  that 
should  fit  nicely  into  your  thinking. 
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ONLINE  AUCTIONS 


J  £  yQ  VI 5  J*0  Could  online  auctions  deliver  the  kind  of  return  that  you're 
1  •  i  •  looking  for  as  a  potential  buyer?  Consider  these  points: 

1111  ■  Think  about  how  you  will  incorporate  online  auctions  into 

[boUt  y°ur  current  business  model.  After  all,  online  auctions  intro¬ 

duce  a  more  flexible  channel  in  which  you  can  plan  budgets 
>UyiIl 2^  in  real-time  and  have  more  versatility  in  locating  resources. 

1  *  ■  Evaluate  your  company's  procurement  processes  to  deter¬ 
mine  ...  mine  which  divisions  might  benefit  the  most.  Not  only  can 

you  save  money,  you  can  also  create  an  opportunity  to 
streamline  your  company's  requisition  process. 

■  Learn  the  nuances  of  buying  at  a  specific  site  before  jumping  into  the  bidding 
process.  For  example,  do  you  know  how  the  site  will  deliver  the  product  once 
you've  won  it? 

■  Reduce  your  risk  of  doing  business  with  a  disreputable  company  by  asking  the  site 
if  it  qualifies  sellers  in  any  way. 

■  Find  multiple  sites  that  sell  the  kinds  of  products  you're  interested  in  purchasing. 

By  participating  in  multiple  auctions  simultaneously,  you'll  have  more  of  a  chance  of 
finding  what  you  need  on  any  given  day. 

SOURCE:  INTERNATIONAL  DATA  CORP. 


about 

buying 

online... 


If  you’re 

thinking 

about 

selling 

online... 


Hoping  that  online  auctions  can  move  your  company's 
products?  Keep  the  following  in  mind: 

■  Determine  if  an  online  auction  is  the  right  vehicle  for 
selling  your  product.  Auctions  work  best  for  companies  with 
inventory  headaches.  Auction  items  with  a  known  value  so 
that  buyers  realize  they're  getting  a  bargain. 

■  Consider  outsourcing  to  a  third  party  since  it  doesn't 
always  pay  to  run  your  own  auction. 

■  Make  sure  your  site's  policies  (for  example,  payment  and 
delivery  of  the  product)  are  clearly  established. 

■  Gather  enough  traffic  to  your  site  to  create  critical  mass. 

SOURCE:  GIGA  INFORMATION  GROUP  INC. 


there  is  often  a  learning  curve.  Norman 
Levy  Associates  Inc.,  a  Southfield, 
Mich. -based  company  that  has  auc¬ 
tioned  surplus  industrial  equipment  for 
corporate  giants  such  as  Boeing  and 
DaimlerChrysler  for  nearly  50  years, 
recently  launched  an  independent  auc¬ 
tion  site  (www.nlainc.com).  “We’ve 
spent  more  money  than  we’ve  made  [so 
far],  but  we’re  learning,”  says  spokes¬ 
woman  Catherine  Gauvreau.  “Sellers 
have  asked  for  a  fair  market  value  that 
may  not  be  realistic,”  says  Gauvreau. 
“There  was  a  fair  amount  of  interest,  but 
buyers  wanted  bargains.  If  we  learn 
effectively,  up  to  25  percent  of  our  total 
sales  could  be  sold  through  online  auc¬ 
tions  by  2000.” 

Future  Trends 

AS  MORE  COMPANIES  TAP  INTO  THE 
Internet  for  auctions,  the  business  model 
will  evolve  further.  “Online  bidding  auc¬ 
tions  are  the  next  wave  where,  if  you 
don’t  match  all  the  variables,  you  can’t 
bid,”  says  Forrester  analyst  Varda  Lief. 
“From  a  technology  standpoint,  these 
auctions  are  more  difficult  to  track  and 
administer,”  she  says.  FreeMarkets 
Online  Inc.  (www.freemarkets.com) 
already  has  a  head  start.  It  offers  a  com¬ 
bination  of  proprietary  bidding  tech¬ 
nology  and  services  to  companies  that 
need  to  buy  industrial  components,  agri¬ 
cultural  products  and  energy  commodi¬ 
ties.  (See  “How  Bazaar,”  CIO  Section  2, 
Aug.  1,  1998.)  Perhaps  mirroring  the 
anticipated  growth  of  bidding  auctions, 
FreeMarkets  sales  have  skyrocketed 
from  $4  million  in  1996  to  $501  million 
in  1998.  FreeMarkets  CEO  Glen 
Meakem  predicts  that  1999  sales  will 
total  $1.5  billion. 

FirstEnergy  Corp.,  a  $5  billion  electric 
utility  based  in  Akron,  Ohio,  has  used 
FreeMarkets  twice  to  buy  coal.  Before 
the  auctions,  FreeMarkets  helped  the 
utility  line  up  suppliers  and  arrange  logis¬ 
tics.  On  the  day  of  the  auction,  qualified 
suppliers  dialed  into  the  FreeMarkets 
server  and  began  submitting  bids.  They 
watched  in  real-time  as  other  bids  flowed 
in.  Bidders  can  submit  only  bids  that  are 
lower  than  current  bids,  and  no  price  can 
be  raised  once  it’s  entered.  At  the  end  of 
each  auction,  FirstEnergy  purchased 
from  the  low  bidders.  “In  the  event  that 
prices  are  poor,  we  reserve  the  right  to 


not  buy,”  says  Jim  Parks,  manager  of  fuel 
supply  at  FirstEnergy. 

On  purchases  of  about  $15  million, 
Parks  estimates  that  the  company  saved 
between  1  percent  and  2  percent.  “If  this 
works  right,  we  hope  to  eventually  see 
savings  in  the  range  of  2  percent  to  5 
percent,”  says  Parks. 

Internet  portal  companies,  mean¬ 
while,  may  enter  the  picture  later  this 
year.  “Business-to-business  auctions  are 
an  area  that  we  definitely  want  to  evolve 
into,”  says  Jeff  Bennett,  vice  president  of 
electronic  commerce  at  Lycos  Inc. 
( www.lycos.com ).  “It’s  on  our  radar 
screen,”  says  Mark  Lockareff,  vice  pres¬ 
ident  of  classifieds  and  auctions  at  Excite 
Inc.  (www.excite.com).  Given  the  recent 


changes  in  the  portals  arena — especially 
USA  Network’s  merger  with  Lycos  and 
@Home’s  purchase  of  Excite — business- 
to-business  online  auctions  may  go 
prime  time  soon. 

Regardless  of  how  online  auctions 
evolve,  the  ultimate  criterion  will  always 
be  whether  they  help  companies  increase 
revenues.  At  Weirton  Steel,  optimism 
runs  high.  “Five  years  from  now,  I 
wouldn’t  be  surprised  to  see  us  selling 
more  than  50  percent  of  total  product 
over  the  Internet,”  says  Davis.  “This  is 
the  wave  of  the  future.  ”  (33 


Louise  Fickel,  a  freelance  writer  based 
in  Yellow  Springs,  Ohio,  can  be  reached 
at  RiceKid@ix.netcom.com. 
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technical  staff.  Must  have  1-2  years  of 
leadership  experience 
Goodcommand  of  the  following  Ian- 
Lag*  a  plus:  Cobol,  C/C+  +,  UNIX 

immediately,  please  send  your  resume, 


receiving  it 


Growing  software  company  seek¬ 
ing  over-qualified  Visual,  Windows 
NT,  UNIX  and  C/C+  +  programmers 
to  spend  20%  of  time  writing  code 
and  80%  of  time  searching  for 
errors  and  leaks.  Must  be  willing  to 
work  to  industry-average  condi¬ 
tions.  Some  benefits.  Fax  or  send 
resume  to  Box  29. 


Ruthless,  meticulous,  tireless 
performance  testers  to  subject 
software  applications  to  brutal 
tests  of  survival  and  scalability. 
Must  understand  difficult  real 
world  situations  and  be  able  to 
immediately  pinpoint  key  test 
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We  are  seeking  ambitious,  experienced 
sci-fi  buffs  to  follow  a  broad  range  of 
far-out,  galactic  television  shows  in  our 
Gamma  quadrant.  To  qualify,  you 
should  possess  a  minimum  of  a  life¬ 
time’s  experience  following,  watching, 
talking,  living,  breathing,  and  bathing 
in  sci-fi  television  shows.  Our  office  is 
conveniently  located  just  on  the  edge 
of  the  Cardassian  space.  Mail  or  beam 
your  resume  to  555-1212. 


|||jl  Securities  Corporation  is  looking  for 
an  experienced  Software  Project  Leader. 
The  ideal  candidate  will  have  experience  in 
project  management,  as  well  as  software 
development  processes.  Knowledge  of  net¬ 
work  protocols  and  Internet  applications 
also  a  must  So  if  you  would  like  to  work  for 
a  dynamic,  exciting  new  company  and  you 
possess  3-6  years  of  software  development 
experience  with  at  least  one  year  of  experi¬ 
ence  leading  software  engineers  and  soft¬ 
ware  projects,  then  send  us  your  resume 
and  a  cover  letter.  We  also  require  strong 
written  and  oral  communications  skills  and 
a  BS  or  MS  In  computer  science  or  engi¬ 
neering  discipline. 
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Where  is  your  application’s  breaking  point?  Can  it 
meet  targeted  performance  levels.7  PerformanceStudio 
automatically  subjects  your  application  to  production 
load  tests  so  you  can  see  how  it  will  perform  under  real 
use  situations.  With  this  comprehensive,  easy-to-use  solu 
tion,  you’ll  close  the  quality  gaps  in  system  perfor- 
i  mance  and  know  if  your  project  is  ready  for  release, 
m  Visit  our  website  ft)  order  a  demo  CD-ROM.  k 
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UNIFYING  SOFTWARE  TEAMS 


ORDER  YOUR  DEMO  CD-ROM 
www.rational.com/tools/prfmstudio/  •  i 


WEB  SITES  THAT  WORK  By  Sari  Kalin 


BY  DESIGN 


Holiday  Inn  Customers 
Sleep  Easier 

www.holiday-inn.com 


COMPANY 

Bass  Hotels  &  Resorts,  Atlanta 

REASON  FOR  REDESIGN 

The  Web  site  for  Holiday  Inn  had 
a  dated  look  and  feel  and  limited 
functionality. 

DESIGNER 

Macquarium,  Atlanta 

RESULTS 

Site  is  easier  to  navigate;  cus¬ 
tomers  can  access  all  available 
room  rates  and  set  preferences 
for  room  searches;  customers 
receive  e-mail  confirmation  of 
reservations.  Individual  hotels 
can  update  information  via  the 
company's  intranet  site. 


Bass  hotels  &  resorts  inc.  had  not  revamped  its  corporate 
site  or  its  brands’  sites  since  their  launch  in  1995.  At  Holiday  Inn’s 
site,  the  cluttered-looking  home  page  revolved  around  a  theme  from 
an  old  and  short-lived  advertising  campaign.  When  Web  site  visitors 
booked  rooms  online,  the  site  would  identify  room  types  using  a  cryp¬ 
tic  shorthand  (for  example,  “KNG  LSR”  for  “King  Leisure”).  In  addition,  Web 
visitors  could  get  access  to  only  one  room  rate;  they  could  see  a  list  of  hotels 
offering  last-minute  rate  discounts  but  couldn’t  book  those  rates  online. 

It  cost  Bass  more  than  $2  million  to  redesign  five  sites — its  corporate  site, 
plus  those  of  Holiday  Inn,  Holiday  Inn  Express,  Staybridge  Suites  and  Crowne 
Plaza — and  build  a  new  site  for  its  Priority  Club  traveler  loyalty  program,  which 
is  integrated  with  the  hotel  sites.  Holiday  Inn’s  new  site  has  a  streamlined  design 
that  makes  it  easier  for  customers  to  find  the  site’s  main  functions.  On  the  reser¬ 
vations  pages,  room  types  are  identified  by  their  full  names.  Web  customers  can 
access  the  same  room  rates  as  customers  who  call  on  the  phone;  they  can  also 
book  last-minute  specials  called  Holideals  online. 
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EXPRESS 


"Hello? 
Holiday  Inn? 
I  need 


a  room. 


"I  need  to  make  a  reservation.” 

"I  need  to  cancel  a  reservation." 

"I  want  a  great  deal  on  last-minute  weekend  travel." 

”1  want  to  plan  my  next  meeting." 

"  Boston  or  Chicago  is  my  final  destination." 

"1  want  to  find  out  about  current  promotions  from  Holiday  Inn0." 

"Tell  me  about  the  different  kinds  of  Holiday  Inn^  hotels." 

"I  travel  a  lot. ..Tell  me  about  the  Priority  Club-  Worldwide  program 7‘ 
"  What’s  new  at  Holiday  Inn0  ?" 

"1  want  to  know  more  about  your  programs,  especially  rates." 

”1  want  to  see  individual  hotel  web  pages!” 

1 -800-HOLIDAY 
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HOLIDAY  INN'S  OLD  site  used  outmoded  technology  and  had  a  stale  appearance. 
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USERS  CAN  SEARCH 
for  hotels  across  four  Bass 
hotel  chains. 


HOME  PAGE  BUTTONS 
highlight  the  site's  core  functions. 
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HIGHLIGHTED  TEXT  LETS 
users  know  where  they  are  in  the  site. 


USERS  CAN  SET  preferences  for  rate 
type,  room  type,  currency,  wheelchair 
accessibility  and  other  features. 
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IDEAS  AND  RESOURCES  FOR  BUILDING  BUSINESS  Edited  by  Elaine  M.  Cummings 


Sign  on  the 
Digital  Line 


As  intranets  become  extranets , 
digital  certificates  tighten  security 


LL  AROUND  THE  WORLD,  THOUSANDS  OF  OR- 
ganizations,  both  public  and  private,  have  opened 
their  networks  to  give  suppliers,  customers  and 
partners  access  to  such  applications  as  technical 
support,  order  history  review,  applications  shar- 
f  ing>  catalog  maintenance,  and  design  and  market- 

I  ing  collaborations.  According  to  Tom  Collins, 
Rochester,  N.Y.-based  Eastman  Kodak  Co.’s  intranet  analyst,  his 
company  maintains  over  200  distinct  extranet  relationships,  aggre¬ 
gating  to  a  million  hits  a  day,  and  is  adding  more  regularly. 

From  a  management  perspective,  the  networking  of 
extranets  is  more  complex  than  intranets.  The  CIO 
must  consider  which — if  any — applications  should 
require  custom-built  clients  (allowing  the  conserva¬ 
tion  of  legacy  systems  at  the  expense  of  ease  of  use) 
and  which  should  be  accessible  with  off-the-shelf 
browsers.  In  addition,  it’s  important  to  determine 
whose  responsibility  it  is  to  clean  up  networking  and 
format  incompatibilities  between  extranet  partners.  And 
perhaps  thorniest  of  all  is  the  issue  of  how  security  is  han¬ 
dled  for  all  these  constituencies  and  applications. 

“Suppose  you  are  deploying  HR  data  to  a  payroll 
outsourcer,  supplying  marketing  data  to  indepen¬ 
dent  resellers,  and  sharing  product  news  and  pric¬ 
ing  with  high-value  customers,  all  simultaneously,” 
says  Jude  O’Reilley,  product  marketing  manager  at 
Seattle-based  Aventail  Corp.,  a  developer  of  extra- 
net  management  and  security  software.  “The  first 
application  deserves  the  strongest  protection,  even  if 
there  are  performance  costs,”  he  says.  “It  might  be 
appropriate  to  impose  precise  rules  for  determining  who 
can  connect  to  whom  and  from  where,  when  to  use  strong 
encryption  and  when  to  authenticate  the  accesses  with  hard¬ 
ware-based  tokens.” 


Marketing  data  is  a  little  less  sen¬ 
sitive,  so  digital  certificates — the  au¬ 
thentication  technique  built  around 
public  key  encryption — might  be 
used  because  it  is  cheaper  than  hard¬ 
ware  tokens,  according  to  O’Reilley. 
“And  the  rules  governing  accessing 
might  be  relaxed,”  he  adds. 

With  information  sharing,  ease  of 
use,  performance  and  accessibility  are 
all  priorities,  while  the  information  is 
semipublic.  “You  might  authenticate 
with  passwords  or  PINs  and  allow 
connections  from  anywhere,”  says 
O’Reilley.  “In  short,  extranet  security 
is  inherently  resource-centric.” 

All  this  requires  as  much  creativ¬ 
ity  from  security  management  as 
from  the  technical  staff.  For  instance, 
Quantum  Corp.,  the  Milpitas,  Calif., 
manufacturer  of  storage  products, 
has  blurred  the  distinction  between 
intranets  and  extranets  by  creating  a 
single  online  security  infrastructure. 
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ILLUSTRATION  BY  CHRIS  BUZELLI 


In  this  battle,  the  stakes  are  high.  Protecting  your  company’s  most  valuable  asset  -  its  data -is  a  daunting 
challenge.  Even  a  temporary  loss  of  access  can  impact  your  bottom  line.  That’s  why  you  need  Datalink.  For  over 
ten  years,  we’ve  partnered  with  companies  like  yours  to  store,  access  and  protect  business  -  critical  information. 

With  Datalink,  you  get  the  best  combination  of  hardware,  software  and  services. 
Plus  an  essential  ingredient:  insight.  Insight  that  comes  from  over  a  decade  in  the 
IT  trenches.  And  hundreds  of  repeat  customers.  Put  down  the  flag  and  pick  up  the 
phone.  It’s  time  to  call  in  the  reinforcements: 

Datalink.  To  learn  more,  call  1-800-448-6314  ■ 

or  Visit  WWW.datalink.com.  Delivering  The  Pouuer  Of  Information 

Your  Best  Backup 

For  unrivaled  speed  (data  transfer  rate:  10MB/ sec)  and  access  (time  to  first  file:  13  seconds ) 

Datalink  offers  the  StorageTek  TimberWolf  9710  tape  library- configured  with  9840  drives 
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POWER  SOURCE 


FUSE  BOX 


Quantum.com’s  architecture  separates  user 
administration  from  access  administration. 
By  doing  so,  user  administration  can  be  dis¬ 
tributed  to  those  inside  or  outside  the  com¬ 
pany  who  know  who  a  given  user  is  and 
what  roles  should  be  assigned  to  him. 
Access  administration  is  also  distributed, 
thereby  allowing  content  publishers  and 

Managers  do  not  have 
to  code  their  way 
through  these 
problems  unaided. 

application  owners  to  select  which  roles 
should  have  access  to  their  information.  For 
example,  a  sales  rep  can  add  a  new  customer 
to  the  system  and  assign  the  role  “distribu¬ 
tor.”  Then,  when  publishing  new  distribu¬ 
tor  materials,  the  marketing  manager  sim¬ 
ply  indicates  that  content  should  be  visible 
to  all  distributors. 

Managers  do  not  have  to  code  their  way 
through  these  problems  unaided.  Over  the 
past  year,  a  number  of  powerful  new  secu¬ 
rity  management  tools  designed  for  extranet 
applications  have  emerged.  In  general,  they 
allow  managers  to  build  a  profile  of  security 
procedures  from  a  pool  of  possibilities  and 
then  tie  that  profile  to  specific  data  resources, 
applications,  user  groups  and  network  com¬ 
ponents  (such  as  ports)  over  a  wide  range  of 
scales.  Quantum  built  the  system  described 
above  with  enCommerce  Inc.’s  getAccess; 
Kodak  uses  Aventail’s  ExtraNet  Center  to 
manage  its  busy  system.  Another  example 
might  be  Differential  Inc.’s  Extranet  Creator, 
which  features  a  system  of  nonrepudiatable 
eReceipts  that  confirm  whether  specific 
downloads  have  or  have  not  taken  place. 

Attention  Getters 

Perhaps  the  most  notable  indication  that 
more  powerful  security  management  tools 
are  needed  is  a  rising  interest  in  digital  cer¬ 
tificates  (often  called  digital  signatures 
because  they  are  analogous  to  a  signature). 
But  in  the  extranet  context,  they  work 
more  like  private  label  passports:  They  are 
issued  by  an  authority  (usually  represent¬ 
ing  the  data  owner  or  owners)  and  given  to 
a  user  or  class  of  users,  who  then  present 
them  to  certify  their  right  to  a  given  access. 

Digital  certificates  are  relatively  cheap, 
transparent  to  the  end  user  (once  the  initial 
qualification  and  software  download  have 


Get  Shorty 

Web-based  entertainment  takes 
short  films  to  new  heights 


Life  is  short,  and  so  are 
the  streaming  videos  you’ll 
see  on  Atom’s  Web  site 
( www.atomfilms.com ).  In  fact, 
those  short  pieces — none  longer 
than  30  minutes — are  the  only 
things  you’ll  see  there.  The  com¬ 
pany  is  staking  out  a  claim  in  the 
still  nascent  market  for  broad¬ 
band  television-style  Web-based 
entertainment.  It  seems  to  have 
hit  the  bull’s  eye  when  it  comes  Q 
to  finding  a  niche  and  filling  it. 
After  all,  who  wants  to  sit  and 
watch  the  full-length  version  of 
The  Battleship  Potemkin  on  the 
computer  screen?  But,  reasoned 
Atom  founder  Mika  Salmi, 
Internet  users  probably  would 
like  to  watch  something  short 
while  at  their  desktops. 

Atom’s  business  strategy  is  to 
acquire  and  license  short  films, 
both  live-action  and  animated, 
from  all  over  the  world,  and 
then  market  and  distribute  them 
through  online  and  traditional 
channels.  From  their  noisy  loft 
space  in  Seattle,  the  Atom  staff 
screens  the  works  submitted  to 
them  by  directors,  producers, 
studios  and  film  schools  to  find 
appropriate  content  and  present 
it  over  the  Web.  In  fact,  one  of 
the  films  they  licensed  (Holiday 
Romance )  became  a  1999  Acad¬ 
emy  Award  nominee.  Then 
Atom  partners  with  a  variety  of 
Internet  service  providers  and 
other  entertainment-focused 
Web  sites  to  make  sure  that  the 
films  find  an  audience,  even  if 
that  audience  views  from  an 
electron-based,  rather  than  sil¬ 
ver,  screen. 

Atom  also  makes  parts  of  its 
collection  available  in  more  typ¬ 
ical  formats  by  compiling  the 
shorts  and  selling  VHS  tapes  of 
them  on  its  Web  site.  In  order  to 
focus  more  on  entertainment, 


Atom’s  technical  strategy  is  to 
outsource  much  of  the  back¬ 
end  work  to  companies  that 
specialize  in  encoding  and  serv¬ 


ing  Web-based  videos,  ac¬ 
cording  to  Steve  Heuring, 
Atom’s  director  of  Internet 
marketing.  Specifically,  they 
use  Seattle-based  encoding.com 
( www.encoding.com )  to  trans¬ 
late  the  films  and  videos  they 
acquire  into  RealVideo  stream¬ 
ing  files. 

To  cover  a  wide  variety  of 
Internet  access  speeds,  they  en¬ 
code  the  material  for  three  dis¬ 
tinct  sets  of  users:  those  on  mo¬ 
dems,  those  using  ISDN  and 
those  using  broadband  to  surf 
the  Web.  They  use  a  technology 
from  RealNetworks  called  Sure- 
Stream,  which  adapts  to  network 
conditions  and  switches  trans¬ 
mission  rates  if  overall  network 
congestion  increases.  En- 
coding.com’s  partner,  San  Diego- 
based  Intervu  Inc.  (www.intervu. 
com),  then  serves  the  streaming 
video  onto  the  Net.  Intervu, 
using  a  round-robin  IP  system, 
can  assign  that  server’s  IP  address 
to  another  one  and  provide  a 
glitch-free  end-user  experience  if 
one  server  has  a  problem. 

-Steve  Singer 
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Sometimes  You  Don’t  Know 
What  You’ve  Got  Till  It’s  Gone 


Remember  that  autographed  baseball  you  had  as  a  kid 
that  you  wish  you  still  owned?  And  what  would  you 
give  to  get  your  old  car  back,  the  one  that  would  be  a 
classic  today?  We  don’t  always 
recognize  the  true  value  of  things 
until  it's  too  late.  Some  executives 
don't  realize  how  dependent  their 
organizations  are  on  information 
technology  until  something 
goes  wrong. 

Whether  the  result  of  a  weather- 
related  emergency,  the  devastation  of  a  fire,  equipment 
failure  or  even  a  misguided  jackhammer,  a  systems 
shutdown  has  far-reaching  consequences.  You  can’t  risk 
losing  access  to  your  critical  data — the  lifeblood  of 
your  business. 


At  SunGard®,  we  make  it  easy  for  you  to  prepare  for 
the  worst.  Rapid  ResponsesM  includes  everything  from 
getting  you  a  fast,  competitive  price  on  our  services 
to  executing  a  swift  recovery. 

We  offer  a  full  range  of  business 
continuity  and  recovery  plan 
options  to  suit  a  myriad  of 
computing  environments... so  you 
won't  have  to  worry  about  losing 
the  precious  things  that  matter 
most  to  you  and  your  company. 

To  get  up  to  speed  quickly  on  the 
need  and  importance  of  disaster  recovery  and  business 
continuity,  call  1-800-HOTSITE  today  for  your  FREE 
copy  of  “Disaster  Recovery  Made  Easy:  A  Guide  to 
Business  Continuity’’  or  visit  the  SunGard  website  at 
http:// recovery.sungard.com. 


SUNGARD 


RESPONSE 


Easy  Access  to  Affordable  Business  Continuity 


Exclusively  recommended  provider  of  recovery  services  for  Compaq’s  Tandem  products, 

Data  General,  Sequent  and  Silicon  Graphics.  Preferred  provider  for  Compaq’s  Digital  products. 

©  Simon  &  Schuster,  Inc.  Licensed  by  United  Media,  www.raggedyann-museum.org 
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been  completed)  and  easy  to  manage.  They  can  be  issued  or 
revoked  to  whole  classes  of  users  or  applications  with  a  mouse 
click,  and  they  scale  readily.  Any  organization,  team  or  indi¬ 
vidual  can  issue  its  own  certificates,  and  any  group  can  agree 
to  share  a  common  certificate  authority,  mutually  authenti¬ 
cating  each  other’s  users. 

For  all  these  virtues,  digital  certificates  never  quite  took  off 
before.  Certificate  management  was  difficult  on  the  wide-open 

One  disadvantage  of  certificates 
is  that  they  authenticate  the 
computer,  not  the  user. 

In  theory,  anybody  could  be 
using  that  machine. 

Internet,  and  intranets  are  so  tightly  controlled  that  many  alter¬ 
natives  are  available.  However,  over  the  last  year,  a  number 
of  innovative  extranet  implementations  of  the  technology  have 
been  announced,  suggesting  that  certificates  are  a  workable 
solution  for  the  problems  raised  by  this  networking  medium. 

For  instance,  GTE  Corp.  recently  finished  a  large  network 
upgrade  for  about  35,000  members — its  agents  and  compa¬ 
nies  in  the  North  American  insurance  industry.  Since  the  mem¬ 
bers  of  this  network  can  be  both  competitors  and  partners, 
they  need  to  be  able  to  draw  secure  perimeters  around  any 
group.  The  network  establishes  a  single  networkwide  certifi¬ 
cation  authority  that  any  member  can  use  to  authenticate  data 
requests  from  any  other  member.  At  the  same  time,  any  com¬ 
pany  can  issue  its  own  private  certificates,  allowing  it  to  raise 
security  barriers  against  the  other  members. 

Digital  certificates  are  also  flexible.  The  New  Zealand 
Ministry  of  Health  is  completing  a  system  in  which  all  the  coun¬ 
try’s  health  care  providers,  from  rural  clinics  to  urban  hospitals, 
will  use  digital  certificates  to  authenticate  requests  for  patient 
information.  Ensuring  the  privacy  of  this  information  is  impor¬ 
tant.  In  order  to  qualify  for  one  of  these  certificates,  an  appli¬ 
cant  must  present  himself  physically  at  an  office,  show  a  real 
passport  and  fill  out  30  pages  of  forms,  according  to  Yogesh 
Anand,  information  systems  manager  at  the  New  Zealand 
Health  Information  Service,  a  group  within  the  Ministry.  The 
systems  management  software  for  the  Ministry  network  is 
Enterprise  Application  Server,  supplied  by  Emeryville,  Calif.- 
based  Sybase  Inc.  The  digital  certificate  technology  uses 
Entrust/PKI  by  Entrust  Technologies  in  Plano,  Texas. 

One-Stop  Shopping 

Probably  the  largest  implementation  of  the  technology  to  date 
is  by  Scotiabank  of  Toronto,  which  is  using  digital  certificates 
to  authenticate  one-stop  access  by  100,000  of  its  customers 
to  all  the  bank’s  services  from  balance  checking  to  funds  pur¬ 
chases.  This  service  is  also  built  on  Entrust/PKI,  which  is  in 
turn  secured  by  Hewlett-Packard  Co.’s  Virtual  Vault. 
Scotiabank  developed  its  own  tweak  of  the  technology,  which 
it  called  “anonymous  certificates.”  These  certificates  will  not 
reveal  the  user’s  name  and  address  even  if  the  codes  protect¬ 
ing  their  contents  are  broken.  The  bank  plans  to  use  this  sys- 


Know  Way,  Know  How 


INFORMATION  ISN'T  WORTH  A  HILL  OF  JAVA  BEANS 
if  users  can't  find,  access,  analyze,  update,  rearrange, 
link  or  move  it.  Data  View  Inc.  aims  to  enhance  those 
activities  with  DVI  Knowledge  Suite,  a  Java-based 
toolset  for  business  intelligence.  DVI  tools  illustrate  rela¬ 
tionships  between  data,  graphics  and  business  rules  (or 
conditions  or  events),  all  as  defined  by  users.  That,  in 
turn,  lets  businesses  quickly  depict  the  up-to-date  sta¬ 
tus  of  any  object,  product,  project  or  process.  The  suite 
includes  a  point-and-dick  application  development 
tool,  a  browser-based  end-user  tool,  a  standalone  Java 
application  for  users  and  a  system  administration  tool. 
Among  other  features,  version  1 .5  includes  push  tech¬ 
nology  to  disseminate  real-time  updates.  DVI  calls  the 
technology  useful  for  tracking,  managing  or  linking 
assets  in  any  industry,  including  transportation,  manu¬ 
facturing,  retail,  customer  service,  human  resources, 
health  care,  government,  insurance,  finance  and  bank¬ 
ing.  Costs  vary,  but  Malvern,  Pa.-based  DVI  estimates  a 
$25,000  price  tag  for  a  base  system  of  up  to  25 
licenses.  For  more  information,  visit 
www.dataviewinc.com  or  call 
610  889-1485. 


Hear  Ye,  Hear  Ye 


Adding  streaming 
audio  effects  to  a 
Web  site  used  to 
mean  that  users  had  to  down¬ 
load  a  plug-in  to  listen  to 
it.  That's  no  longer  the 
case  with  Lernoutand 
Hauspie's  Audio  Cafe — 

Standard  Edition.  The  product 
allows  Web  developers  to 
deliver  streaming  audio  over  the 
Web  using  a  standard  hypertext 
transfer  protocol  (HTTP).  There's  no  need  for  plug-ins  or 
browser  reconfigurations.  The  product  sells  for  $49.95.  For 
more  information,  visit  www.lhs.com  or  contact  Burlington, 
Mass.-based  Lernoutand  Hauspieat781  203-5000. 


Q&A 


AS  THE  NUMBER  OF  CUSTOMERS  ON  YOUR  WEB 
site  skyrockets,  it  follows,  one  hopes,  that  the 
e-mail  volume  from  customers  will  soar.  Respond¬ 
ing  promptly  to  e-mail  can  mean  the  difference  between 
winning  or  losing  repeat  business.  To  ensure  that  the  flow 
of  online  inquiries  gets  properly  sorted  for  fast  response, 
Servicesoft  Technologies  Inc.  offers  E-mail  Contact.  The 
software  provides  routing  and  queuing  capabilities  so 
that  incoming  queries  can  be  forwarded  to  the  appropri¬ 
ate  person  or  group.  Prices  start  at  $40,000  per  server  plus 
$250  for  each  user  license.  The  company  plans  to  release 
a  new  version  this  summer  that  will  include  full  integra¬ 
tion  with  a  knowledge  base,  self-help  and  live  help.  For 
more  information,  visit  www.servicesoft.com. 
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You  had  to  cut  your 
IT  manager’s  budget. 
Again. 

And  he’s  got  more 
connectivity  demands 
than  he  can  handle. 

Now  here’s  a 
solution  you  can 
both  count  on... 


Enterprise  Now! 

Redefining  Enterprise  Connectivity 

It’s  a  whole  new  network  out  there.  While  you  need  to  cut  budgets,  your  IT  manager  needs  to  give  more  users 
access  to  your  IBM  mainframe,  AS/400  and  UNIX  hosts.  Fortunately,  we’ve  got  the  solution.  Introducing  Hummingbird 
Enterprise  Now!— the  only  complete  connectivity  solution  for  your  network— today  and  tomorrow.  Enterprise  Now! 
redefines  connectivity  by  offering  the  highest  performing  Web-to-Host,  Terminal  Emulation,  Thin  X,  PC  X  Server  and 
NFS  solutions  available— all  with  a  single  Enterprise  Client  License  and  comprehensive  Professional  Services.  Best  of 
all,  Enterprise  Now!  includes  HostExplorer,  HostExplorer  Web,  Exceed,  Exceed  Web  and  the  NFS  Maestro  family, 
which  give  you  network  connectivity  today  without  restrictions  on  the  shape  of  your  network  tomorrow-  saving  you  time 
and  money.  For  the  solution  you  can  count  on,  trust  Hummingbird,  the  world 
leader  in  enterprise  connectivity  solutions. 

Enterprise  Now!,  Exceed,  Exceed  Web,  HostExplorer,  HostExplorer  Web,  and  NFS  Maestro  are  trademarks  of  Hummingbird 
Communications  Ltd.  3Com  is  a  registered  trademark  of  3Com  Corporation.  Palm  V  is  a  registered  trademark  of  3Com 
Corporation.  Iridium  and  the  Iridium  Logo  are  registered  trademarks  and/or  service  marks  of  Iridium,  L.L.C. 

©1999  Hummingbird  Communications  Ltd. 


Fax:  (416)  496-220 7 

Email:  info@hummingbird.com 

www.hummingbird.com/nc/ciocontest 


Tel.:  (416)  496-2200 


To  win  an  Iridium™  Satellite  Phone  or  a  3Com®  Palm  V™  Visit 
our  Web  site  at  www.hummingbird.com/nc/enterprisenow 
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tern  as  the  security  foundation  for  all  its  own  online  offerings 
and  those  designed  with  business  partners. 

One  disadvantage  of  certificates  is  that,  since  they  are  typ¬ 
ically  client-based,  all  that  is  really  being  authenticated  is  a 
computer,  not  a  user.  In  theory,  anybody  could  be  using  that 
machine.  This  problem  can  be  addressed  by  including  a  pass¬ 
word  request  in  the  process  or  by  using  data  taken  from 

A  number  of  manufacturers 
suspect  that  extranet 
authentication  will,  at  least 
in  part,  rest  on  biological 
attributes  such  as  voice,  face, 
handwriting  or  fingerprints. 

objects  that  are  carried  on  the  person  of  the  user.  An 
example  of  the  latter  is  the  token  card,  a  special  calcula¬ 
tor  that  displays  a  constantly  changing  code  that  can  be 
entered  from  any  keyboard.  Smart  cards  are  another  solu¬ 
tion,  though  they  require  swipe  readers.  Neither  technol¬ 
ogy  is  perfect  for  a  wide  range  of  extranet  applications,  since 
both  are  fairly  expensive.  Still,  prices  in  this  sector  should 
come  down  over  time,  and  it  is  worth  noting  that  Security 
Dynamics  Technologies  Inc.,  the  leading  manufacturer  of 
token  cards,  has  recently  announced  both  a  smart  card  (the 
SecurelD  1100  Smart  Card)  and  a  suite  of  public  key  prod¬ 
ucts  (Keon)  that  are  integrated  with  their  token  cards. 

A  number  of  manufacturers  suspect  that  extranet  authen¬ 
tication  will,  at  least  in  part,  rest  on  biological  attributes  of 
the  user  such  as  voice,  face,  handwriting  or  fingerprint  recog¬ 
nition.  The  advantage  of  such  biometric  measures  is  that, 
because  all  users  have  such  attributes,  they  can  be  employed 
over  large  populations  and  in  situations  where  keyboards  and 
even  PCs  are  not  available.  A  representative  vendor  is  Quintet 
Inc.  in  Cupertino,  Calif.,  which  sells  a  signature  recognition 
package  that  works  with  PDA-type  pads. 

One  downside  of  biometric  authenticators  is  their  sensitiv¬ 
ity  to  circumstances.  Voice  recognition  fails  in  noisy  environ¬ 
ments;  face  recognition  degrades  quickly  in  dim  light;  finger¬ 
print  recognizers  are  stymied  by  dry  hands  and  so  on.  Keyware 
Technologies  of  Woburn,  Mass.,  offers  LBV,  or  Layered  Bio¬ 
metric  Verification  that  integrates  management  of  several  bio¬ 
metric  technologies  and  other  authentication  techniques,  allow¬ 
ing  each  to  be  used  in  their  optimum  environment. 

Security  managers  welcome  the  transition  from  intranets 
to  extranets.  Historically  most  employees  saw  security  pro¬ 
cedures  as  a  burden  and  conformed  grudgingly  if  at  all. 
Extranets  change  security  from  a  burden  imposed  on  employ¬ 
ees  to  a  service  demanded  by  extranet  partners  concerned 
about  protecting  their  privacy.  It  changes  the  role  of  the  man¬ 
ager  from  the  person  who  takes  away  the  punch  bowl  to  the 
person  who  makes  the  party  possible.  BE! 


CC  Chaos  Theory 


For  those  determined  to  bring  order  to  their 
research,  there  is  hope.  A  rapidly  developing  cate¬ 
gory  of  software  can  help  you  take  control  of  the 
rampant  flood  of  information  that  the  Web  comprises. 
Developed  by  a  group  of  industry  veterans  from  such 
icons  as  Microsoft  and  Oracle,  Webforia's  Organizer  is  a 
browser  add-on  that  works  with  Microsoft  Windows  95 
and  98  and  Internet  Explorer  4.0,  and  requires  a  Pentium- 
class  processor.  Not  your  father's  research 
tool,  it  allows  you  to  copy  Web  pages 
and  store  them  in  personalized 
libraries,  complete  with  links  and 
graphics  intact.  The  stored  data  can 
be  accessed  on-  and  offline,  allow¬ 
ing  you  to  organize  data  at  your 
leisure.  Saved  Web  pages 
means  that  the  data  will  be 
in  the  archive  as  long  as  you 
want  to  keep  it — no  more 
worries  about  the  page 
disappearing  from  the 
Internet. 

Living  and 
researching  in  the 
age  of  information  is 
time-consuming  in  itself,  so 
Webforia  has  also  developed 
Webforia  Reporter,  which  allows 
you  to  utilize  document  templates 
to  further  organize  Internet 
research  into  presentations.  The 
data  can  be  archived  and  shared 
using  e-mail,  an  intranet  or  a  Web 
server.  Webforia  can  be  reached  at 
www.webforia.com. 


Billable  Hours 


Time  is  money,  nowhere  is  that  more  true  than 
in  the  legal  profession,  where  most  lawyers  earn 
their  keep  by  the  hour.  Legal  Anywhere  Inc.  in 
Portland,  Ore.,  has  introduced  Internet-based  software 
designed  to  streamline  communication  and  collaboration 
between  lawyers  and  clients.  In  the  process  of  using  the 
Internet  to  collaborate  instead  of  fax  and  courier  services, 
perhaps  a  few  legal  bills  could  be  downsized  as  a  result. 
Legal  Anywhere  Collaborator  3.0  allows  lawyers  to 
exchange  legal  documents,  billing  information  and 
schedules  with  clients  through  a  secure  link  on  the 
Internet.  Lawyers  can  also  conduct  private  conversations 
with  clients  and  other  lawyers  via  e-mail  and  bulletin 
board  functions.  In  addition,  lawyers  can  use  the  soft¬ 
ware — which  works  with  browsers  from  both  Microsoft 
Corp.  and  Netscape  Communications  Corp. — to  conduct 
research  and  access  case-related  archives  in  Web-based 
databases.  Enterprisewide  site  licenses  start  at  $1 0,000. 
Pricing  of  $399  per  user  is  also  available  for  some  firms. 
For  more  information,  visit  www.legalanywhere.com  or 
call  800  360-6053. 


Fred  Hapgood  is  a  Boston-based  technology  writer.  Fie  can 
be  reached  at  hapgood@pobox.com. 
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Now  Offering 


Free 


For  Your  Web  Site. 


Yellow  Pages 

White  Pages 

Directory 

Directory 

1  zoncs.com  1 

pc  zone 

mac  zone 
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BEST  BARGAINS 

FT  0  Flomta 

Send*  Gift 
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E3ISS2ms. 

Find  a  Ceil  P  how? 
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lew  Kind  of  Yellow  Pages 
That  walk  &  Talk? 


SEARCH  TOOL:  find  Busmlw-ss.  Fet Fines,  and  Things* 


■  WoPagas.com  Wajb  Search: 

Yellow  Pages 

Find  Businesses,  Companies  Online, 

Fax,  Toll-Free,  Maps,  Directions... 

Classifieds 

Asto»,  flrasKts,  AjuitoetK. 
jot».  Buss  nesses.,  Peet'm&h 


White  Pages 

Phone  Numbers,  E-mail  Addresses, 
Reverse  Lookup,  Online  Phone  Calls.. 

eShonnina 

Ptcdoci  Search.  Stopping  Sites. 
Scute.  Citato,  Flows® ... 


Frankly,  m/oUSA  wrote  the  book  on  white  pages  and  yellow 
pages.  We  have  been  compiling  databases  on  people  and 
businesses  for  over  27  years.  Our  databases  of  195  million 
consumers  and  over  1 1  million  businesses  are  the  finest  in  the 
country. 

We  are  the  standard  for  the  industry.  Just  about  every  web  site 
offers  our  database  on  their  web  site.  For  example,  Yahoo 
(www.yahoo.com),  Microsoft  (www.microsoft.com),  Network 
Solutions  (www.networksolutions.com),  GTE  SuperPages 
(www.superpages.com),  InfoSpace  (www.infospace.com), 
America  Online  (www.aol.com),  Lycos  (www.lycos.com), 

Zip2  (www.zip2.com),  excite  (www.excite.com)  and  thousands 
more! 

When  you  go  to  their  web  site  to  search  for  people  and 
businesses  you  are  accessing  our  database. 

Now  in/oUSA.com  is  offering  free  white  page  and  yellow 
page  directories  for  your  web  site.  If  you’re  creating  a  web 
site,  a  destination  site,  a  general  portal  or  an  Intranet,  you  need 
white  and  yellow  pages  so  your  customers,  your  members  and 
your  employees  can  look  up  information  and  save  hundreds  of 
thousands  of  dollars  in  directory  assistance  charges.  We  can 
offer  this  service  to  you  absolutely  free.  It’s  easy.  Just  show  a 
(white  page),  (yellow  page),  or  (people  finder)icon  on  your  web 


site,  and  we  will  connect  it  to  your  own  private-label  web  site 
on  our  server.  Your  customers  will  not  even  know  they  have 
left  your  web  site.  In  a  fraction  of  a  second  they'll  be 
searching  the  world’s  best  database  of  people  and  businesses. 

Since  we  are  the  originators  of  the  data,  the  database  will  be 
updated  every  day.  It  will  be  the  most  current  information 
available.  Not  only  that,  we  will  be  offering  pictures  and 
videos  of  business  so  your  customers  can  see  the  business  in 
living  color.  And  guess  what,  it’s  absolutely  FREE! 

So  if  you  would  like  to  get  started  offering  white  or  yellow 
pages  on  your  web  site  or  Intranet,  call: 

Bill  Kerrey,  president  of  w/oUSA.com’s  Internet 
License  Division,  at  402-593-4653. 
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571 1  S.  86th  Circle  •  P.O.  Box  27347  •  Omaha,  NE  68127 
Phone:  (402)  593-4653  •  Fax:  (402)  339-0265 
E-mail:  bill.kerrey@infousa.com 

Internet:  www.infoUSA.com  09-208 
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Anatomy  of  IT  Partnerships 

Exploring  the  Heart  of  the  Enterprise 


IT  and  business  executives  are  increasingly  re-evaluating  their 
organizations  ability  to  compete  alone  in  the  next  century.  The 
irreversible  globalization  of  markets,  swift  technology  advance¬ 
ments,  and  new  market  opportunities  are  expanding  the  gap 
between  what  an  organization  may  want  to  achieve  and  what 
it  is  able  to  realistically  achieve  on  its  own. 

Partnerships  allow  organizations  to: 

■  gain  reciprocal  knowledge  and  enhanced  capabilities 

■  extend  the  enterprise  and  maximize  strategic  advantage 

■  prevent  long-term  obsolescence 

■  reduce  costs  and  increase  shareholder  value 

How  will  we  develop  more  creative  and  unique  internal  and 
external  strategic  partnerships? 

Through  case  studies,  business  briefings  and 
keynote  presentations  from  business  and 
IT  leaders,  attendees  will  examine  how 
organizations  are  increasingly  using 
partnerships  to  strengthen  their  mar¬ 
ket  presence  and  competitive  advan¬ 
tage.  By  incorporating  this  knowledge 
into  their  business  strategies,  they  will  learn 
ways  to  maximize  their  existing  partnerships  and 
create  new  ones. 


In  his  latest  work,  DonTapscott,  author 
of  Blueprint  to  the  Digital  Economy:  Cre¬ 
ating  Wealth  in  the  Era  of  E-Business,  is 
leading  two  research  initiatives:  one  on 
governance  and  the  changing  role  of  gov- 
ernments  in  the  future,  and  what  the 
opportunities  in  e-commerce  really  mean 
for  business  strategists  and  the  enterprise. 
Tapscott  analyzes  the  dramatic  shifts 
occurring  in  partnerships  among  gov¬ 
ernments,  business  leaders  and  enter¬ 
prises.  Arthur  Miller,  highly  respected 
Harvard  Law  School  professor  and  copy¬ 
right  expert,  offers  insight  into  the  legal 


BUSINESS  BRIEFINGS 

Monday  and  Tuesday  afternoon,  you 
will  attend  a  series  of  multiple  business 
briefings  offered  by  our  Corporate 
Hosts. 


COMPANION  PROGRAM 

Participation  in  the  Companion 
Program  includes  all  scheduled  meals, 
receptions  and  entertainment,  a 
stretch  and  tone  class,  and  all  planned 
companion  activities  except  session 
attendance.  Companions  must  be 
enrolled  to  participate  in  conference- 
related  activities. 


complexities  of  the  intellectual  property  that  executives  must 
consider  in  partnership  situations.  B.  Joseph  Pine  II,  author  of 
The  Experience  Economy:  Work  Is  Theatre  &  Every  Business  a 
Stage,  discusses  how  a  new  economic  era  is  emerging.  Busi¬ 
nesses  will  move  beyond  providing  a  service  to  creating  authen¬ 
tic,  memorable  events  to  encourage  future  sustainable  growth 
and  develop  stronger  relationships.  He  candidly  discusses 
what  CIOs  can  do  to  deliver  ultimate  experiences  within  their 
organizations.  James  C.Wetherbe,  PhD  joins  us  once  again  as 
the  conference  moderator  and  experience  leader  to  discuss  the 
competitive  advantages  of  interorganizational  partnerships. 

As  the  mastermind  of  Connecticut’s  unique  plan  to  outsource 
its  entire  IT  operations  to  a  large  IT  vendor,  Rock  Regan  offers 
insight  into  the  internal  and  external  challenges  faced 
during  the  agreement’s  entire  prepara¬ 
tion  process.  The  LAPD’s  CIO,  Roger 
Ham,  will  discuss  the  department’s  crit¬ 
ical  information  systems  across  five  sep¬ 
arate  divisions  to  increase  the  depart¬ 
ment’s  speed,  maneuverability,  respon¬ 
siveness,  flexibility  and  accountability. 
Joyce  Wrenn  of  Union  Pacific  Rail¬ 
road,  James  Schmidt  of  the  First 
National  Bank  of  Omaha,  and  Robert 
Sweeney  of  the  Applied  Information 
Management  Institute  explain  the  busi¬ 
ness/education  partnership  model 
formed  by  Nebraska  businesses,  schools 
and  government  agencies  to  bridge  the 
critical  IT  communications  and  skills 
gaps  within  the  state. 


To  enroll: 

■  visit  our  Web  site  at  www.cio.com/ 
conferences 

■  complete  the  enrollment  form  on  the 
back  of  this  brochure  and  fax  it  to 
508  879-7720. 

■  call  our  conference  hotline  at 

800  366-0246. 
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"The  conference  gave  me  confidence  that  my 
organization  is  on  the  right  track . . .  with  planning, 
implementation,  staff  retention, 
organizational  structure,  etc."  — -Jill  Deem 

Cl O  and  Director  of  Information  Services,  Partnersl 

National  Renewable  Energy  Laboratory 


Keynote  Presenter 


James  Schmidt 

Senior  Vice  President 
Technology  Services  Division 

First  National  Bank  of  Omaha 


DonTapscott 

Chairman 

The  Alliance  for  Converging  Technologies 

Author,  Blueprint  to  the  Digital  Economy: 
Creating  Wealth  in  the  Era  of  E-Business 


Robert  Sweeney 

Executive  Director 

Applied  Information  Management  Institute 


Featured  Presenters 

Arthur  R.  Miller 

Professor  of  Law 

Harvard  Law  School 


Joyce  Wrenn 

CIO  and  Vice  President  of 
Information  Technologies 

Union  Pacific  Railroad  Company 


Conference  Moderator 
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B.  Joseph  Pine  II 

Author,  The  Experience  Economy: 

Work  Is  Theatre  &  Every  Business  a  Stage 

Every  attendee  will  receive  a  copy  of  Pine’s 
latest  book. 


Rock  Regan 

CIO 

State  of  Connecticut 


Roger  W.  Ham 

CIO 

Los  Angeles  Police  Department 
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Driving  Business  Performance' 


DrJimWetherbe 

Director,  MIS  Research  Center 

University  of  Minnesota 

Federal  Express  Professor  of  Excellence 
Director,  Center  for  Cycle  Time  Research 

University  of  Memphis 
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ACCOMMODATIONS 

The  spectacular  beauty  of 
the  Hyatt  Grand  Cypress 
features  lush  gardens, exotic 
birds  and  tropical  waterfalls 
combined  with  the  45-hole 
Jack  Nicklaus  signature  golf 
course,  a  large  white  sand 
beach  on  a  21  -acre  lake,  pro¬ 
fessional  tennis  facilities  and  a 
complete  health  club.The  Hyatt 
is  adjacent  to  Walt  Disney  World 
and  convenient  to  a  variety  of  area 
attractions,  making  it  an  elegantly 
renowned  destination. 
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ENROLLMENT  FORM 


Anatomy  of  IT  Partnerships 

Exploring  the  Heart  of  the  Enterprise 


OCTOBER  3-6,  1999  -  HYATT  GRAND  CYPRESS  •  ORLANDO,  FLORIDA 

Please  visit  our  Web  site  at  www.cio.com/conferences  or 
Fax  to  508  879-7720.  You  may  also  Call  us  at  800  366-0246  or 
Mail  the  completed  form  to:  Executive  Programs,  CIO 
Communications,  Inc.,  D3620,  Boston,  MA  02241-3620. 


NAME 


TITLE 


COMPANY 


Business  Card  REQUIRED 
In  Order  to  Process  Registration 


ADDRESS  MAIL  STOP 


CITY  STATE  ZIP  CODE 


PHONE  FAX 


E-MAIL  COMPANY  WEB  SITE  ADDRESS 


WHAT  IS  YOUR  INDUSTRY? 


WHAT  ARE  YOUR  ORGANIZATION'S  ANNUAL  REVENUES  OR  ASSETS? 


WHAT  IS  YOUR  ANNUAL  IT  BUDGET? 


YOUR  NAME  AS  YOU  WANT  ITTO  APPEAR  ON  YOUR  BADGE 


NAME  OF  COMPANION  (IF  PARTICIPATING  IN  COMPANION  PROGRAM) 


HOTEL  ACCOMMODATIONS 

We  urge  you  to  make  your  reservations  early  by  calling  the  hotel  at 
407  239-1234  and  identifying  yourself  as  part  of  the  CIO  conference  to 
receive  the  conference  rate.  CIO  will  make  hotel  reservations  for  gov¬ 
ernment/military  participants  only.  Be  sure  to  guarantee  your  room 
with  a  credit  card,  as  all  unreserved  or  unguaranteed  rooms  will  be 
released  on  August  29,  1 999.  Hotel  reservations,  cancellations  and  charges 
are  your  responsibility.  If  a  CIO  conference  Enrollment  Form  is  not  received 
within  48  hours  of  making  your  hotel  reservation,  your  room  will  be 
released  from  the  CIO  room  block. 

ENROLLMENT  FEES 

All  enrollment  fees  must  be  paid  in  advance  of  the  meeting.  Fee 

includes  conference  sessions,  business  briefings,  Corporate  Host  displays, 
conference  materials  and  scheduled  meals,  receptions  and  entertainment. 
Transportation,  hotel  and  recreation  are  your  responsibility.  Please  note 
that  submission  of  this  enrollment  form  to  CIO  obligates  the 
attendee/sender  for  the  enrollment  fee. 

CANCELLATION 

ALL  CANCELLATIONS  OR  SUBSTITUTIONS  MUST  BE  MADE  IN  WRITING.  You 
may  cancel  your  conference  or  companion  enrollment  up  to  September  3, 

1 999  without  penalty.  A  $250  administration  fee  will  be  imposed  for  can¬ 
cellations  between  September  4  -  September  1 7,  7  999.  No  refund  or  credit 
will  be  given  for  cancellations  made  after  September  17,  1999  or  for 
no  shows.  You  may  send  a  substitute  in  your  place.  CIO  reserves  the  right 
to  decline  enrollment  to  any  registrant. 


CHECK  ALL  THAT  APPLY: 

ENROLLMENT  FEES: 

□  IS  PRACTITIONER/EXECUTIVE  =  $2,1 80 

This  fee  applies  if  you  are  a  CIO,  IS  executive  or  hold  another 
executive  position  other  than  those  listed  below. 

□  GOVERNMENT/MILITARY  =  $2,675 

The  fee  includes  your  hotel  for  three  nights.  Do  not  make  your 
own  hotel  reservations;  CIO  will  make  them  for  you. 

□  SALES/MARKETING/CONSULTING  =  $10,000 

This  fee  applies  if  you  hold  a  sales,  marketing,  new  business 
development  or  consulting  position,  including  executive  manage¬ 
ment  of  IT  vendor  and  consulting  companies.  This  fee  is  payable 
by  company  check  only.  CIO  will  make  the  final  determination  of 
this  category. 

□  COMPANION  PROGRAM  =  $325 

Companions  must  be  enrolled  in  this  program  to  attend  any 
conference-related  functions.  Includes  all  scheduled  meals,  recep¬ 
tions,  entertainment,  companion  breakfast,  a  stretch  and  tone 
class,  and  planned  companion  activities.  Conference  session 
attendance  is  not  included. 

PAYMENT  INFORMATION: 

□  Check  Enclosed 

□  P.O.  #  (A  complete  purchase  order  must  be  submitted  within 

10  days) _ 

□  Credit  Card  #  _ 

□  AMEX  □  VISA  □  MC  Exp. _ 

Signature _ _ _ _______ 

□  I  am  not  staying  at  the  Hyatt  Grand  Cypress 


Name  of  alternate  hotel 

TJU1 


To  enroll,  CALL  800  366-0246,  visit  our  WEB  SITE  at  www.cio.com/conferences  or  FAX  us  at  508  879-7720. 


Skeptics 

Say  We  Use  Less  than 
20%  of  Our  Potential 
Brain  Power 


. 


.  r 


"It  occurred  to  me  that  I  have  paid  con¬ 
sultants  many  times  the  cost  of  this 
software  on  many  contracts  through¬ 
out  my  career,  and  have  received  a  lot 
less  usable  information. " 

Carol  Naughton 
Product  Reviewer 
SIGCAT  Foundation 


Imagine  What’s  Possible  if  You  Could 
Access  the  Rest... 

Now  it's  possible  to  increase  your  knowledge  base  by  accessing  vast 
amounts  of  best  practices,  models  and  methods  without  ever  leaving  your 
desk — and  within  moments  of  when  you  need  it. The  authors  of  the  CIO 
ConsultWare  Series  have  filtered  and  aggregated  key  information  so  you 
use  your  time  and  resources  wisely. 


"Thanks  to  the  validity  of  the  informa¬ 
tion  presented,  the  CIO  ConsultWare 
Series  IT  strategy  product  has  proven 
to  be  literally  worth  its  weight  in  gold." 

Edwin  L.  Martinez 
Director,  Management  Info.  Systems 
Micro  Optics  Design  Corporation 

"With  today's  staffing  challenges,  this 
CIO  ConsultWare  product  really 
belongs  in  the  hands  of  IT  executives 
everywhere.  We  may  not  be  able  to  fix 
the  IS  staffing  crisis,  but  at  least  with 
products  like  these,  we  can  level  the 
playing  field  considerably." 

Angelo  Privetera 
CIO 
HDR,  Inc. 


CIO  ConsultWare  is  produced  jointly 
by  CIO  Communications  and  ICEX,  an 
independent  research  firm. 


Packaged  intellectual  capital  in  the  form  of  benchmarking  reports  and 
searchable  CD-ROMs  provides  you  with  the  knowledge  you  need  on  the 
critical  technology  management  issues  necessary  to  enhance  your 
company's  productivity  and  bottom  line. 


Topics  currently  available 
for  purchase: 

►  Implementing  IT  Strategy:  Trends, 
Procedures  &  Best  Practices  for 

$2,295 

►  Optimizing  Human  Resources:  Best 
Practices  in  Hiring,Training  & 
Retaining  IT  Talent  for  $1,995 

►  Mastering  Your  Intranet/Internet: 
Policies,  Procedures  &  Best  Practices 

for  $1,495 

►  Managing  IT  Standards: Trends  & 
Practices  for  $1,495 


Mastering  Your 
Intranet/Internet: 


Optimizing 

Human  Resources 


-  m 


Implementing 
IT  Strategy: 


nm 

- - — - 


Managing 

INFORMATION 

TECHNOLOGY 


For  more  information  or  to  download  a 

demo,  visit  our  Web  site  at  www.cio.com/consultware. 
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THINKING  AGAINST  THE  GRAIN 


Lawrence  Lessig  is  the  Jack 
N.  and  Lillian  R.  Berkman 
Professor  for  Entrepre¬ 
neurial  Legal  Studies  at 
Harvard  Law  School  in 
Cambridge,  Mass.  He 
has  written  extensively 
about  cyberlaw. 


CIO  Web  Business: 
You've  said  cyberspace 
may  be  the  most  fully 
regulated  space  ever. 
Why? 

The  extent  to  which 
behavior  in  cyberspace 
can  be  regulated  de¬ 
pends  upon  the  architec¬ 
ture  of  cyberspace.  Not 
just  the  protocols  of 
TCP/IP  but  the  full  set 
of  customs  and  defining 
technologies.  Three 
years  ago,  the  architec¬ 
ture  assured  users 
extensive  anonymity 
and  free  speech  protec¬ 
tion  because  it  made  it 
hard  to  trace  individu¬ 
als.  This  architecture 
could  make  it  easy  for 
governments  to  regulate 
behavior. 


Can  you  give  an  example? 

Digital  certificates  is  one. 
We’re  not  yet  clear  on  the 
model  that  digital  certifi¬ 
cates  will  adopt.  If  digital 
certificates  were  identity- 
based,  then  they  would 
facilitate  tracing  a  particu¬ 
lar  individual.  Another 
design  for  the  digital  certifi¬ 
cate  might  identify  charac¬ 
teristics,  and  it  might  be  able 
to  certify  those  features,  but 
it  wouldn’t  necessarily  link 
those  features  to  me.  How 
much  government  can  regu¬ 
late  behavior  depends  on 
which  architecture  domi- 


Lawrence  Lessig — 
Animal  Farm  Revisited 


nates.  If  it’s  identity-based, 
then  regulating  increases.  If 
it’s  attribute-based,  it  still 
helps  regulate  cyberspace 
but  to  a  lesser  degree. 

How  do  traditional  princi¬ 
ples  of  jurisdiction  play 
out  on  the  Web? 

The  traditional  test  for  juris¬ 
diction  has  been,  Does  your 
behavior  have  an  extraterri¬ 
torial  effect?  If  so,  then 
sovereigns  in  those  extrater¬ 
ritorial  places  can  regulate 
you.  Before  the  Internet,  my 
behavior  in  Massachusetts 
would  have  had  little  effect 
on  people  outside  the  United 
States.  But  cyberspace 
places  all  behavior  outside 
the  United  States  as  much  as 


it  is  inside;  under  interna¬ 
tional  jurisdiction,  all  gov¬ 
ernments  should  be  able  to 
claim  the  right  to  regulate 
behavior  in  cyberspace. 
That’s  obviously  not  an 
optimal  strategy. 

What  would  be  a  better 
strategy? 

One  solution  would  be  to  let 
the  laws  of  a  particular  gov¬ 
ernment  follow  its  citizens 
around.  That’s  a  difficult 
solution,  and  we’re  going  to 
have  to  go  a  long  way  and 
muddle  through  before  there 
is  political  will  to  deal  with 
the  issue.  But  the  next  big 
reality  comes  when  people 
see  that  foreign  governments 
are  regulating  them. 


How  will  copyright 
law  evolve  because 
of  cyberspace? 

The  original  scare 
was  that  once 
cyberspace  came 
into  existence  and 
lots  of  material  was 
in  digital  form,  that 
would  be  the  end  of 
copyright.  I  think  the 
future  is  different 
from  the  terror  that 
people  have  raised 
because  technologies 
can  protect  their 
property  more  ef¬ 
fectively  than  laws 
did.  This  creates  a 
new  problem:  too 
much  protection  for 
copyright  holders. 

So  publishers  could 
bar  you  from  lending 
an  electronic  book? 

They  could  sell  the 
right  that  you  could 
read  it  once  but  not 
twice.  They  could  sell 
the  right  that  you  can 
copy  one  paragraph  but  not 
two.  Controlling  the  use  of 
this  material  is  troubling. 

Couldn't  those  kinds  of 
restrictions  backfire? 

There’s  some  hope  for  peo¬ 
ple  resisting,  but  I  have  a 
dimmer  view.  There’s  a 
bovine  quality  to  humanity. 
First  they  get  upset  about 
controls,  and  then  they  learn 
to  live  with  them.  It’s  easier 
to  conform  than  it  is  to 
foment  a  revolution. 

-Sari  Kalin 

Visit  webbusiness.cio.com/ 
backtalk  for  more  of  this  dis¬ 
cussion  and  listen  to  Lawrence 
Lessig  on  CIO  radio. 


68  CIO  WEB  BUSINESS  •  SECTION  2  /  JUNE  1,  1999 


http://webbusiness.cio.com 


PHOTO  BY  FURNALD  /  GRAY 


You’ve  worked  hard.  You’ve  made  tough  decisions.  But  you’ve  always  known  you 
were  right.  Because  you  weighed  the  facts  and  looked  closely  at  the  bottom  line. 
WordPerfect®  Office  2000  delivers  powerful  software  that  includes  everything  you 
expect  in  an  office  suite.  Proven  word  processing,  spreadsheets,  presentations 
and  advanced  Web  technology.  Voice-recognition,  compatibility  and  superior 
integration.  All  in  a  package  that  makes  budgeting  easy. 

www.  wordperfect.  com/office2000 


OFFICE  BED 


Today’s  Office.  Undeniably  WordPerfect™ 


Copyright  ©  1999  Corel  Corporation.  All  rights  reserved.  Corel,  WordPerfect  and  the  "Today's  Office.  Undeniably  WordPerfect."  byline  are  trademarks  or  registered  trademarks  of  Corel  Corporation  or  Corel  Corporation  Limited.  KUR-0751-US 


•Comparison  based  on  published  SPECweb96  benchmark  results  as  of  4/20/99.  For  more  details,  see  www.specbench.org.  IBM,  RS/6000,  the  engines  of  e-business  and  the  e-business  logo  are  trademarks  or  registered  trademarks  of  International 
Business  Machines  Corporation  in  the  United  States  and/or  other  countries.  UNIX  is  a  registered  trademark  of  The  Open  Group.  Other  company,  product  and  service  names  may  be  the  trademarks  or  service  marks  of  others.  ©  1999  IBM  Corp. 


YOU’RE  ONLY  AS 
GOOD  AS  YOUR 
SERVER. 


On  the  Web,  speed  rules.  If  you  doubt  it,  see  how  long  a  customer  will  wait  before  clicking  to  a 
competitor’s  site.  IBM  RS/6000®  UNIX®  servers  are  behind  some  of  the  fastest  and  most  powerful 
Web  sites  anywhere.  In  fact,  our  RS/6000  S70A  operates  at  twice  (twice!)  the  level  of  Sun’s  highest 
published  SPECweb96  benchmark?  Learn  more  at 


www.ibm.com/RS6000/unix 
IBM  servers,  the  engines  of  e-business: 


e-business 


